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Introduction

Importance of Applying Effective Businesswriting Principles

Written Business Communication (MKTZ200 is a core class in th&oodburySchool of
Business and emphasizes principles of writersentation from a businea®rld perspective.
However, the writing principles you will learn can be transtéteewritingin any career in the
future.

Of the communication forms necessary for the everyday operation of almost every business
activity intoday's society, written communicatignperhaps the most importaklowever, the
inability of students to commurate effectively through writing has received widespread
attention that Astudents can't write.o

Times p e a k e dazline irivriting ahil t $idney Marland, president of the College Board,
refers t o fttuhdee nitnsa btiod ietxyp tredAarsard BisimessReviewahs . 0
Fielden notes that business executipablem who we
you havetd i v e frequentdyrespondbysayn g, A Peopl e ApdBusihesscan' t w
Weekreports that many companies today are sending their executives through company

sponsored training programs just to teach them how to handle routine writing assignments
satisfactorily

A recent article in th®eseret NewgDecember 11, 2014) reported on the results of a poll by

Dan Jones & Associates which fiNearly 90 percent of employers said recent graduates lack
necessary oral and written communicationskils The articl e quotes Pat
businesswoman, senatandcef ounder of Dan Jones & Associate
surveyed are oO6cryingd for woirokneentsCleavly,bun bett er
peopk whoare coming into the workforce are not understanding how to write effectively

In the business wtal, the value of good businegsiting skills is unchallenged-arvard

Business Reviewu b s cr i bers, f ori leéxamploe,hc ormatuend ctaht ee 0A aal
site of a promotable executive. Surveys of graduates in colleges of business typically show they

rank a course in business writing either first or second as being the most valuable of all courses
taken. And, in gerral, when graduates of colleges of business are asked which course they

should have taken during their university training, they inevitably list a course in business

writing among their top choices.

To help you develop essential writingllk as a busiess course, MKT@200 deals with
writing from the viewpoint of the business worlds such, the two major outcomes of the



course are that students develop both ()raterstanding of the knowledge and slolisvriting
from the perspective of the busgseworld and (2)he ability to apply the knowledge and skitis
businesswriting tasks.Learning the principles is not enougdracticing applying them is
essential A person caknow howto play the piano, for example, but still not be abladtally
playit. Practice is essential to transfer understanding of the theory to actual performance.
Therefore, you will not only learn effectiweriting principles in this course but also have ample
opportunities in and outside of class to practice applyinggtpeinciples through writing
activities.

Misconceptions About Business Communication

According to business communication professionals, many students enter a written business
communication course witthe idea that they already know most of the concepts essential to the
development of effective business communication. In many cases this notion is not correct;
however, learning theory indicates undoing these misconceptions is more difficult thangeachi
correct principles in the first place. The following ten misconceptions are identified as common
to many business communication students.

1. I already know how to write a business lett&ince most students have written some types
of business lettershey tend to feel that the course is of little value. However, having written
previous letters does not equate with having wrigfeod business letters.

2. Correct English usage isndt. Peoplswholaveal t o get
deficienciesm English tend to discount the importance of using correct English. Although a
poorly written message may be understood, chances are just as good that it will not. In
addition, the sender of the message appears illiterate; and that perception willtedigoub
affect future communication situations.

3. A bufferintroduction in a letter is merely beating around the bush Bei ng abl e t o
a positive manner is not natural or instinctive for most novice writers. Communication
psychologyin business communication has rarely been considered by most students. When
properly considered, however, the human aspect makes the business communication more
effective.

4. Along letter is a good lettertUnfortunately, length is sometimes equated withlity. In
fact, length without quality can lead to ambiguity and disjointed communication.

5. Conciseness means brevitghort letters are not necessarily concise. Being brief without
being thorough leads to ineffective communication.

6. Usinguncommon waisin a letter is impressiveAlthough a good vocabulary is certainly a
valuable asset for effective writing, deliberately using unfamiliar words usually interferes
with clear and effective communication. As a rule of thumb, if a familiar word is asie$fec
in a particular situation as an unfamiliar one, use the familiar one.




7. Written communication should be expressed much more formally than oral communication

The best advice is to Awrite as you would ta
chalenging than anticipated.

8. Written business communication uses expressions not used in normal oral communication
Similar to the formality concept, many peopl
requesto are r ecommen ttewliters tend to piskiupteses wr i t i ng

expressions if they are not armed with more effective terminology.

9. Letter style and formattingre of little consequence in business communicatidre overall
appearance of any correspondence maka@s@ressioiieither positive or negative.
Understanding correct formatting concepts reflects competence and skill on the part of the
writer.

10. Mechanics play a relatively insignificant role in the quality of written business writing
Although a single gramatical or punctuation error may not lose the goodwill of the
message, each time the recipient encounters mechanics errors, confidence in the sender is
diminished. Businessommunication experts indicate that establishing exacting levels of
performance rgarding mechanics is important.

0 Taken from an article by Joe Pullis, Thomas Means, and Gene H. Johnson

The Three Purposesf Business Writing
Every business document is written to accomplish at least dhe @llowing three purposes.
1. To help the readdmow something

2. To get the reader o something
3. To build or maintain goodwill

Every document should strive to build or maintain goodwMlost documents also give

information to the reagt or strive to get the reader to do sometdiog both. Keep these

purposes in mind as you write. Remember, business writing is not creative writing; you typically
are not writing to entertain or share fiction, etc. In a business document, you waryoait of
readers to get treamemessage. And you want always to try to maintain the goodwill of your
readers.



Section D Reference Materials

Basic components of any business message and building blocks of dviiticlgding spelling
and word choice;apitalization, number usage, and grammar and punctdaticereviewed
below.

Content, Organization, and Style as Evaluation Criteria
for Written Business Communication

Three major criteria will be used when your written work is evaluated. These criteria are

content, organization, andstyle; styleis language usage and mechanics. Your work will be
evaluated according to whether the writing is excelleeak, or just adequate or average in its
content, organization, and style. Below, the qualities that make a piece of writing either

excellent or weak in content, organization, and style are presented along with a discussion on the
qualities of adequater average writing.

Contentd A Wh a t i s said. o

Content is that part of a piece of writing th
Other words that help define content are substance, support, thought, analysis, desaldjesmd

matter. When selecting content, a writer is concerned with a choice of arguments, concepts, and
materials needed to support whatever case or purpose he or she advocates.

Writing that has excellent content

has a clear purpose.

has correcand relevant information that supports the purpose; fits the needs of the
reader; can be clearly understood.

is complete. Needed evidence has not been omitted or distorted to fit private needs.
is logical.

has a consistent point of view and mood.

uses effective, appropriate definitions, examples, and illustrations.

is properly documented.

Too o o To To o Do

Writing that has weak content

A has no purpose or centradandhbpmé; efeblrects
A has incomplete, incorrect, or irrelevanaterial. Material does not support needs of

readers.
A supports only one view; has distorted or omitted material.



is narrow, biased, and dogmatic.

is vague, indirect, unclear, and hedging.

is illogical; is guilty of logic fallacies.

is not dcumented; contains plagiarized material.

Too o o o

Organizationd A When and where it is said.o

Organization is the element of writing that deals with space and time. Organization can be
described bhetrkeapdr wben fiw i s said. o Ot her
organization are arrangement, flow, form, coherence, strategy, and order. When considering
organization, a writer must be concerned with beginnings, middles, and endings; with transition
and segence; with access; and with the cues and signals (like headings and topic sentences) that
allow the reader to follow what is being said.

Writing that has excellent organization

has an effective purpose statement.

contains good, welplacedtransitions.

has an effective overall strategy; has a good introduction, body, and closing.

has ideas combined in an appropriate order.

makes information accessible to reader; has been properly emphasized or deemphasized.

Too Joo o Too To

Writing that has weak organization

has a poor strategy; hides important material or causes negative reactions; presents ideas
in a confusing order.

lacks sequence; is not tied together.

lacks topic sentences, headings, reader cues, etc.

fails to subordinate lesser idea

has poorly constructed paragraphs.

includes sentences with no variety in length, rhythm, etc.

Too o o To o o

Style (language usage and mechaniggi How it i s said. o

The el ement of style can be described by the
context with style arevord choice, mechanics, grammar, punctuation, editamgl, so on.
Numerous though they are, all obDiwese¢ isrmmaidre

Style is also a matter of choickn some aspects of writing, the writer has few casias in
spelling or grammain other areas, such as word choice or sentence seuttterwriter has
more optionsSome of these elements are publiecms, and the writer is expedter obligated
to follow them.Other aspects are personal expi@s® a mark of individualityFor example,
the Bible differs highly from a novel jemingway or an annual repoowever, in each of
these documents, the ajgtory considerations are mé&he difference comes in sentence
structure, word choice, and other choices the writers can make.



Since style covers such a broad area and is so important, we will divide it into two categories:
language usage and mechanics.

Writing that has excellent language usage

illustrates precision in language usag®at is, uses correct words for situation and
reader.

uses language that is positive and avoids biases.

uses variety in word choi@nd sentence structure.

uses active voicmostly; uses passive voioénen appropriate.

uses proper, clear, direct, and understandable words.

ToTo Io Do I

Writing that has weak language usage

A includes sentences with no variety in length, rhythm, etc.

A shows too much concern for''nd too littlefiyouo attitude.

A uses stereotyped, outworn, or wordy expressions.

A suggests a tone that is negative, unfriendly, unpleasant, or offensiva¢adie.

Writing that has excellent mechanics

A is proofread, polished, and attractive to meet expectations of situation and reader.
A illustrates correct formatting, spelling, punctuation, agreement, reference, izafiia)
parallelism, and number usage

Writing that has weak mechanics

A has unintentional fragments or ron sentences.

A illustrates subjeeterb-object agreement problems.

A shows lack of concern for professalism by not being formattedroofreador polished
to meet needs of situation or reader.

A has difficulty with parallelism, modifiers, numbers, capitalization, punctuation, and
spelling.

Adequate or Average Writing

In this evaluation method, the descriptors for excellent and haak been giver.hey show

two ends of a continuum; they have left out the middle ground of average or adequate. An
adequate piece of writing is one that does not fully meet the criteria of excellence but that has
enough positive characteristics that inat weak.

Because writing is contingent on the subject matter, the writer, the occasion or environment, the
purpose, and (especially) the reader, any method of evaluation must allow for the capacity to
slide along that continuum. In one situation, thpeetations for formality may make a bit of

humor a weakness. In another situation, five misspellings have little negative impact (even



though correct spelling is a strength that writers should seek to develop). In yet another situation,
one misspelling cdd ruin the whole message.

As you develop writing skill in different kinds of communications, you will develop a sense of
what is excellent, adequate, or weak. Because of these descriptors, the probability of consistent,
honest, and helpful evaluationrauch improved. In the final analysewriter must

demonstrate the ability to perform those tasks that he or she will be assigned on the job

On the following page is a rubric that measures the quality of business writing based on content,
organizationand style.



COS Rubric for Effective Business Writing
(Content OrganizationandStyle)

An effective business writer accommodates the reading style of&adgravho tend taead to gather information
for evaluation and decision making.ell-written business documertave excellent content, organization, and
style, whichmakes readingto gather informatiomasy The descriptors in the chart below can aid in evaluating how
well written a document is.

Excellent

Adequate

Marginal

Content
fi Wh at i

9 Demonstrates thorough and
focused understanding of
context and audience.

1 Clearly expresses and carries
out the documeg

9 Employs sound logisupported
by complete, accurate, and
useful data, definitions,
examples, and illustrations.

1 Demonstrates adequate
understanding of context and
audience.

1 Adequately expresses and
executes the ¢
purpose.

9 Employs good logic, using
some relevant dataxamples,
and illustrations supportive of
the audience and purpose.

1 Demonstrates minimal
understanding of context and
audience.

1 Has unclear expression and
execution of
purpose.

1 Has weaknesses in logic; is
vague and unclear.

1 Uses few effectie and
appropriate examples and
illustrations.

TfTDoesnbt

Organization |fCl ear |y st at e s TAdequatelystates the adequ
AiWhen al| oOrganizationand purpose in ar document 6s pun documentds pu
where it is appropriate location. organization, but may not do s organization in an appropriate
sai d. o |9YUseseffective and in the mostappropriate location.
appropriately ordered headingy _location or sequence. fl Uses no hadings when
andsubheadings as needed to| T Uses some headings to help | needed.
guide readers through the readers find their way through) f Doesndt empha
document. the document. information and fails to
1 Applies emphasis techniques, il Appligs some emphasis subordinate lesser ideas in
topic sentences, and reader cu fcechnlques to help impamt sentences or paragraphs.
to lead readers quickly and ideas and data stand outto | § Presents ideas and informatid
easily to critical ideas and datq Some degree for the reader. in a confusing order; ideas ar
{1 Employs carefully organized 9 Uses adequately organized not tied togeth(_er well in
sentences and paragraphs; us paragr_aphs and some paragraphs or in the overall
transitionseffectively. transitions between paragrapl] document.
and sections.
Style (language | 1 Uses language that is unbiase 1 Uses only some biased, wordy § Frequently uses wordy,
usage, and concise, creates an language or ineffective ineffective or biased languagg

mechanics, and
formatting)
AHow it
said. o

appropriate tone, and draws th
reader into the message.

1 Uses the most appropriate
words for the context and
audience.

1 Has no errors or only very
minor errors in grammar and
punctuation and in capitaliza
tion, number usage, spelling,
and other mechanics.

1 Has a consistent point of view
and mood.

1 Is formatted appropriately for
the audience and for the

document 6s pur

language; generally has
appropriate tone.

9 Has some errors in grammatr,
punctuation, capitalization,
number usage, and spelling.

9 Is generally formatted
appropriately for the audience
and t he dopose.mé

9 Has some inconsistencies in
point of view and mood.

1 Has some formatting errors th
donoét signifi d
reader.

including clichés and idioms.

1 Lacks reader focus and
appropriate¢one; has inconsis
tent point of view and mood.

9 Demonstrates only a little
mastery of or concern for
appropriate parallelism,
number usage, and
capitalization.

1 Misspells and misuses words
and has frequent errors in
punctuation and grammar.

1 Has errors indrmatting that
decrease the effectiveness of
the document.




Spelling Correctly

Since spell checkers are so widely available, misspellings in business documents suggest to the
reader thatthewritet o e s n6t care enough about or respect
moments correcting spelling errors. Misspelleatds also reduce the credibility of the writer

and of the writerdés memnsteexcgneentand di stract the

Relying on a spell checker to catch all spelling errors, however, can lead to misspellings

cropping up in your business documents if the spell checker is turned off. Spell checkers also
may not be set to catch British spellings, which inaywiewed as misspellings if your audience

is not accustomed to the British version. And a spell checker cannot be used to check the spelling
in handwritten messages, such as brief business-fflmnknessages or those you may write at

the end of printed nesages to personalize them. In addition, not all sooeglia sites you may

use in business provide a spell checker.

Below is a list of some of the most frequently misspelled words in business. You will do well to
learn to correctly spell these wordfsyou are not sure how to spell a word in a message you are
writing, check an online or hatwbpy dictionary.

absence accessible accidentally accommodate
advertise all right alot apparent
calendar changeable commitment committee
competent congratulate consensus consistent
convenience deductible defendant definite
dependent desirable disappoint embarrass
exaggerate existence extension familiar
feasible grammar grateful incidentally
irrelevant judgment license maintenance
miscellaneous misspell necessar noticeable
occasionally occurrence omission pamphlet
parallel permanent persuade preferred
privilege prominent pursue guestionnaire
receive restaurant separate similar
sincerely superintendent surprise thorough
transferred usable volume withhold



Frequently Confused Words

Writers constantly face challenges in choosing the correct word for any communication situation.
For some writers, one particularly troublesome dimension ofl wloice is associated with the
concept oconfusing wordsConfusing words typically come in pairs and are cat@afusing

wordsfor a logical reasad writers are often confused about which word in the pair or triplet is

the one to use to correctly commeate what they want to.

We could make a list of many dozenscohfusing words Some of the most commonly misused
words in business are presentaniewith a brief definition of each to help you choose
appropriately among these words as you write. Alstuded is a sentence for each confusing
word pair or triplet in which each word is correctly used.

1. accept to take something offered (v.)
excepd to exclude (prep.)

Everyoneexceptyou encouraged me sxceptthe job with IBM.

2. advisea to recommend or to counsel (v.)
adviced opinion or recommendation (n.)

Mark advisedme to ask Ms. Breneman for taviceon which processor to purchase.

3. affectd to influence; to modify; (v.)
effectd result or impression (n.); to accomplish or bring about (v.)

Theeffectsof the curriculum changes will naffect my decision to take a marketing class.

4. amongd surrounded by or in the companytbfee or morgarticipants
betweerd thereal or theoreticadpace separatirtwvo things, people, ideas, locations, etc.

Betweenyou and me, those proposals need to be discasredgall the committee
members.

5. amountd a quantity of something thaftenc a n 6 t  b;e¢ypicalty the tota of
something. (n.)

numberd a quantity of somethinthat can be countddn . ) ; t

as one of his friends. o (

(0] count , as
Vv

)

Because of themountof work that needed to be finished, the luncheon was canceled and a
large number of the box lunches we ordered were wasted

6. anxiousd uneasyworried about matter
eage® intensely desirous of something

10



When the economy was strong, investors wagerto purchase stock; then, they became
anxiousas stock prices fell

7. anyone& usually one word
any ong twowordswh en fAoned i s s tbyaens sieod ) gprhriass efool | ov

Doesanyoneknow ifany oneof the students lost his or her textbook?

8. complimentd to praise (v); polite greeting (ngpmplimentaryd free (adj)
complement-to go well with; to complete

| complimentMs. Erickson for the study materials tltaimplementhe textbook.

9. councild a group called together to advise, talk things ovesgetite questions
counsed act of talking things over; advice; person who gives legal advice

The Executiv€ouncil decided to seek furthepunselabout the ruling.

10. deviced apparatus, plan, scheme, trick (n)
devised to think out; to plan, to invent (v)

Bart will have todevisea way to teach new employees how to usedthiceeffectively.

11 everyon&® each one (person)
everyond each one in a group flawlhleowwdid nkey ars @Edfr e

Will everyoneplease studgvery oneof the confusing words included in this lesson.

12. implyd suggest; the writer implies
inferd draw conclusion; the reader infers

The letteimplied that | hadinferred too much from what she had written in her email.

13.i tdé&antradion for "it is" or "it has"
itsd possessive case of pronoun "it"

Mr . P a c kl et apmom@iatedfor théiteamto holkpr acti ces on Monday

14. laterd after a lapse of time
latterd second of two; more recent

Later in the day, Tim said the team could practice duringdltter part of the afternoon.

15. ledd past tense of the vetb lead
leadd ametal or the present tense of the vierltead

11



The mine foremated us to thdeadsamples.

16.les® a smaller amount of something tltat rbé dounted
fewerd a small number of something tianbe counted

Ms. Archer wantseéwercommittee assignments this quarter because shkedstame now
than before her promotion.

17. loosed not fastened; free (adj.); release (v.)
losed fail to keep, preserve, or maintain

Henry will probablylosehis lab privileges because the lab mice lgoseyesterday.

18. passe® past tense gbass moved on (v.)
pastd over; part of a previous time (adj.)

The time ipastwhen you should haygmssedhe chemigy exam.

19. personab individual; private; in person
personneB persons employed in any work

The bank manager hgzkrsonalreasons for reviewing theersonneffiles.

20. preced& to go before
proceed to go on after stopping; to move forward; to take place

Ms. Yeates wilproceedwith her plans to have yqurecedeme in the tryouts.

21 principled fundamental belief; rule of action
principal 8 most important, main (adj.); capital sum; head of school (n.)

Theprincipal reason | studiegbrinciplesof acounting is to see whether | want to pursue
accounting for a career.

22. saled an offering of goods, etc. for a pe (n.)
selld theactionof offering goods, etc. for a price (v.)

Computer Associates wgelliD e | | 6400 computers dursdgaag
23. sightd thing seen; power of seeing, vision; devicedsist in observing

sited position or place of anything
cited refer to; mention as an example

The reportcitestwo contractors who say tletef or t he new offi ces

most importansightsd the Space Needle
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24. stationaryd fixed in place; not movable
stationeryd writing materials

The order for thestationarydisplay was sent on compastationery

25. thatd used with essential clauses; no commas
whichd used with nonessential clauses; with commas

All computerghat are over a year old will be replaced with faster modetsich will enable
our employees to complete their work more quickly and witHfriestsation.

26. thand used to show comparison (con;.)
thend used to show time (adv.)

The annual awards dinner was yesterday; the CEO tottersthat our employees are paid
morethan the industry average.

27. thered in or at that place (adverb)
theird of or belonging to (thirgberson plural possessive)
thepdéoetraction of #Athey areo

Both network managers wattteir workstations set up ovénerenear the conference room
sot h eeyldse to the windows.

28.t0d denotes direction
tood in addition; more than enough

| toowantto goto Utah Valley Universityas soon as | finish high school.

29. whered indicates location
wered past tenselural verb

The office supplieerein the closetvherel put them.

30. who'sd contraction for "who is"
whosed possessive case of pronoun "who"

Wh o thesstudentvhoselab coat has blue paint on it?

31 yourd possessive form of "you"
you'red contraction of "you are”

Yesy o u the seudent who got an A gour math exam last week.
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Number Usagein Business

All disciplineshave unique guidelines for expressing numbers in written presentations. Although
the various style manuals reflect similarities in number expression, they also reflect great
differences. Eventually, you will probably be asked to express numbers accorthiegstyle
guidelines used by the company or organization for which you work.

Two sets of basic rules for number expression are widely used:

1. The Afigure styleo in which numbers one thro
most numbers alve ten. This style is commoniised in business communicatiand is the
style you will be held accountable for and will use for MKTG 2200 purposes.

2. The Aword styleodo in which most numbers | ess
for most numbers above 100. This style is used when the written presentation is formal or
literary in nature and when the use of figures would give numbers unngoesgarasis.

The guidelines for number expressiomstgilwen be
numberexpression directives for communications in the business world. They also cover the
most frequently occurring numbekpression situations.

Rue 1 below is often referred to as the dArul e
two fundamental rules for expression of numbers in business writing. All other directives can be
viewed as exceptions to these two fundamental rules.

1. Use figures to express definite numbers over\énte out the numbers one through ten.

Incorrect: He requested eleven copies of the production report.
Correct: He requested 11 copies of the production report.

Incorrect: The Engineering Department has 9 more days to do the research.
Correct: The Engineering Department has nine more days to do the research.

2. Spell aut numbers that begin sentenceshd@ number consists of more than two words,
revise he sentence so the number is not at the beginning.

Incorrect: 53 executives participated in the study.
Correct: Fifty-three executives participated in the study.
The study involved 53 executives.

Incorrect: One thousand three hundred two athletes qualified for the preliminary races.
Correct: The number of athletes who qualified for the preliminary races is 1,302.

3. Express numbelis a connected groupn the same manner. A connected group is not just
all the numbers in a sentence; it is all the numbers of related items, such as a list of office

14



supplies or a group of items involved in a conference. If the largest number in the group is
more than ten, gxess all numbers in the group in figures.

Incorrect: The purchase order covered two computers, one printer, and 12 monitors.
Correct: The purchase order covered 2 computers, 1 printer, and 12 monitors.

Write percentages in figures followeg theword percentin the text of business
documents, except for financial documents.

Incorrect: The interest rate will be six percent.
Incorrect: The interest rate will be 6%.
Correct: The interest rate will be 6 perte

Except in legal documents, write amounts of money in figures. Express even sums of
money without the decimal and zeros. Use figures without the decimal and spelhtsut
when stating cents. Express round amountsarfey in millions or hgher in combined

figure and wordorm; use this same form for millions and higher amounts of anything else

Incorrect: The cost of the book is five dollars.

Incorrect: The cost of the book is $5.00.

Correct: The cost of the boois $5.

Incorrect: Please put this $.10 in petty cash.

Incorrect: Please put this ten cents in petty cash.

Correct: Please put this 10 cents in petty cash.

Incorrect: The cost of the building will be about $10,500,000.
Correct: The cost of the buiding will be about $10.5 million.

Correct: We anticipate 4.2 million people will visit the site this year.

When even dollarare typed in theasne sentence witmixed dollars and cents, use zeros
to make the figures osistent. Repeat the dollar sign before numbers written in succession.

Incorrect: Bids on the item were $55, $62, and $65.70.
Correct: Bids on the item were $55.00, $62.00, and $65.70.

Incorrect: Sales figures for the event were $615, 725,58001.
Correct: Sales figures for the event were $615, $725, and $1,001.

Use figures to express whole numbers with fracti®p&ll out fractions that stand alone.

Incorrect: We estimate that two and of@urth more days will be required.
Correct: We estimate that 2% more days will be required.

Incorrect: We will complete the job in ¥ the time we anticipated.
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10.

11.

12.

Correct: We will complete the jobinoskal f (or Ain half the tim
anticipded.

Use figures to express time wham.andp.m.are used, and use lower casedan.and

p.m.Use a colon to separate the figure for the hour from the figure for the minutes. Do not
use the colon and zeros with even hours unless the even hour is in the same sentence with
an uneven hour. Either spell the hour in full wieed c lisaised, or use dits.

Incorrect: The meeting adjourned at fothirty p.m.
Correct: The meeting adjourned at 4:30 p.m.

Incorrect: Appointments are scheduled for 9:00 a.m. and 11:00 a.m.
Correct: Appointments are scheduled for 9 a.m. and 11 a.m.

Incorrect: The meeting will begin at 9 a.m., and a break will occur at 10:30 a.m.
Correct: The meeting will begin at 9:00 a.m., and a break will occur at 10:30 a.m.

Correct: 1 wi | | meet you at 7 o6clock sharp.
Correct: 1 wi | | meet you at seven o0clock sharp

When the worcdhumberprecedes anumbexxeor ess finumber 06 as a capi
(singula®d No.; plurab Nos.) and use a figure to express the number itself.

Incorrect: Your report is number seven tre agenda.
Correct: Your report is No. 7 on the agenda.
Joedbs and Laceybs reports are Nos. 3 al

Use figures to express distances (exégutionsof a mile or of a kilometer), measures,
dimensions, weights, and temperatures.

Incorrect: three meters; ¥4 kilometer; two grams; seventy degrees; ten tons; ¥2 mile
Correct: 3 meters; ondourth kilometer; 2 grams; 70 degrees; 10 tons:twalémile

Express decimals in figures. If a decimal is not preceded by a whole number, use a zero
before it (unless the decimal itself begins with a zero).

Incorrect: The correct figure is .55 gram.
Correct: The correct figurés 0.55 gram.
The liquid weighed only .04 grams.

Incorrect: Third-quarter sales showed an increase of only .82 percent.
Correct: Third-quarter sales showed an increase of only 0.82 percent.
The stock dropped only .07 percent.

Usefigures without ordinalsn(d, rd, st, thwhen the day follows the month. Use figures
and ordinals when the day precedes the month.
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Incorrect: The report is due on February 7th.
Correct: The report is due on Februaty

Incorrect: Mr. Smith will arrive on the 21 of April.
Correct: Mr. Smith will arrive on the 21st of April.
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Capitalization Guide

Through capitalization, we use uppercase letters toegiyghasis or to show the importance of
the word capitalized. From a reverse perspective, of course, we do not give emphasis or show
importance if we do not capitalize a word.

For businessvriting purposes, we should know when to capitalize and when capitalize.

That sounds easy enough. However, as with so many components of the English language,
differences of opinion exist about what should and should not be capitalized. In addition, the
guidelines of capitalization reflect numerous exceptions aswhsistencies that the truly

effective writer must understand. In fact, no set of capitalization guidelines can be universally
applicable.

Often, a reliable dictionary can be an authoritative source to answer questions that arise about
capitalization. Howver, even the dictionary will not answer all questions.

The guidelines that follow are appropriate for general usage. They may not apply totally to a
specialized situation, such as a government office or an advertising agency. And guidelines for
capitalization may vary from one company or organization to another. Many additional
guidelines could be presented; however, the guidelines that follow reflect instances of frequently
occurring punctuation situations. The guidelines are presented axrtdieneral topics

associated with capitalization.

1. Academic$® Capitalize academic subjects only when reference is made to a specific
course title. Capitalize all names of languages. Capitalize academic degrees whsedu
with the name of an individual, but do not capitalize degrees when used with the word
degree Do not capitalizefreshman, sophomore, junior, senioor graduate

During my sophomore year, | will take word processing, American history, and Spanish.

Ssiebs favorite courses are Algebra |, Ear/l

Our coll ege offers both a bachelor of scien
administration.

Jose Ortega, Doctor of Philosophy, will talk tous abouttteer i t s of t he bache
2. Astronomicalbodie® Capitalize names of specific planets, stars, and other
astronomical bodies. Do not capitalizesun, moon,or earth unless they are used in

connection with the capitalized names of other astronomical bodies.

The four planets that are nearest our sun are Mercury, Venus, Earth, and Mars. You are
correct; Earth is minuscule in size compared to the Milky Way.

Mary Louise traveled around the eatthice during those ten years.
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2. Businesses and organizatio@sCapitalize the names of companies, associations,
schools, political parties, foundations, clubs, hospitals, religious groups, etc. according
to the preference of the business or organization. Unless special emphasis or
distinction is required, do not capitalize the short form of an organization when the
short form is used in place of the full name (e.gthe company unless the short form is
intended to invoke the full authority of the organization. Capitalize organizational
terms when they designate propenoun, actual names of units in the business or
organization (e.g.,Advertising Departmenbut not an advertising departmeint

The Faith of OuFathersis authored by James Cardinal Gibbons of the Catholic Church,
and the book presents the principal tenets of the Church.

A Man for All Seasongill be reviewed by majors in the Drama Department of Idaho State
University.

When you cometotheo mpany headquarters, I 61 | gi ve yoc
procedures manual.

4. Calendar item$§ Capitalize days of the week, months of the year, holidays, and
religious days. Capitalize historic events antmaginative names given to historical
periods. Do not capitalize seasons unless they are personified or refer to a specific
time period or event. Do not capitalize the names of decades and centuries.

Monday, December 5 the Christian Era Good Friday

fall, winter, spring, summer the Great Depression New Year 6s Eve
in the twentyfirst century Come, gentle Spring during the eighties

Martin Luther King Day Fall Semester 2015 Civil War years

5. Compass ternts Capitalize points of the compass when they designate definite regions
or are part of a proper name. Capitalizenorthern, southern, easterrand western
when they refer to the people in a region and to their cultural, social, or political
activities. Do not capitalize these words if they refer to the general location,
geography, or climate of a region.

west of the Pecos He is originally from the Midwst but now lives in the South.
south of the border  Go north on Interstate 15 and then easinverstate 80.

the Deep South | am going out West after my three years on the East Coast.
the North Pole Northern Ireland

Southern hospitality westerly winds

6. Derivatives of proper nouns or adjectiv@9D0 not capitalize derivatives of proper
nouns or adjectives that have acquired a common meaning.

bone china roman numerals
plaster of paris french dressing
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10.

11.

Family titlesd Capitalize family titles only when they stand alone or when they are
followed by a personal name.

Jack said, AW Il you take me to the movi
I havenét heard from my Aunt Josie for

| called my mother and father last night.

| called Mom ad Dad last night.

Is your grandfather still living?

| expect Grandmother Johnson to live another ten years.

Governmentbodies, officials, and titled Capitalize the names of countries,
international organizations, and city, county, state, and national bodies. Capitalize
such terms asPolice Departmentf the term refers to the organization in an official
capacity. Capitalizefederaland stateonly when they are part of an official name or
proper noun. Capitalize titles of highranking officials at the state, national, and
international levels when the titles precede, follow, or take the place of a name.

Federal Trade Commission

the House oRepresentatives (or the House)

Federal Bureau of Investigation (or the Bureau)

the British Commonwealth

Mike Leavitt, Governor of Utah or George Bush, President

We attended meetings of our local board of education.

We plan to travel throughout the statf Washington for our vacation.
The Alpine District Board of Education meets next Monday.

Why are you not subject to federal and state laws?

| wrote a letter to the Federal Deposit Insurance Corporation.

Hyphenated wordd Capitalize hyphenated words as you would if you used them
separately or in conjunction with another guideline of punctuation. Capitalize a
hyphenated prefix only when it is the first word of a sentence. When the prefix
precedes a proper noungapitalize only the proper noun.

SpanishAmerican mid-December blues (but midinter blues)
English-speaking countries non-Methodist friends
Presidentlect Diane Green ex-President Reagan

Names/nicknamed Capitalize names/nicknames when they are used to designate
particular people, places, or things.

the First Lady the Beehive State
the Windy City the Coast (West Coast)

Nationalities, races, languages, and religioh<apitalize all nationalities, races,
languages, and religions. Do not capitalizelack and white.
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MexicanAmerican French Hindu Peruvian
Chinese Methodist Caucasiadudaism

12. Nouns preceding numbers or letté¥ysCapitalize a noun that precedes a letter or a
number indicating sequence. However, do not capitalizene, note, page, paragraph,
size,verse and vitamin.

Account 1245 Class 3 Interstate 15 Policy BLI-3947
Act 2 Column 2 Invoice B-4434 Room 579
Appendix A Diagram 6 ltem 2296A Route 2
Article XI Drawing 322 Lesson 12 Section 402
Book IV Exercise 6 line 3 size 12
Building 5 Exhibit A Model B-2930 Step 2
Bulletin X-224 Extension 84282 note 2 Table 6
Car 777 Figure 8 page 155 Unit 3
Chapter VI Flight 1776 paragraph 3b verse 2
Chart 4 Highway 28 Part 3 Volume Il
Check 4526 lllustration 12 Plate XII vitamin C

You have the option of includintp¢ abbreviatiomNo. before the number or lettar any of
the above situations, although it is not commonly done; for exafateNo. 3

13. Personal title® Capitalize personal titleswhen they precede the persans _n a me
Generally,do not capitalize a titl e. Anddemot i t f ol | c
capitalize a personal title that precedes a
the title and the name (an appositive). Do not capitalize occupational desigrats or
classes of positions.

Professor Emory Sonderegger or Dr. William Sawaya

Martin Robertson, associate professor; Associate Professor Martin Robertson

Andrew Walker, mayor of Springville; Mayor of Springville Andrew Walker

Coordinator of purchasing, Ben Price, will attend; Coordinator of Purchasing Ben Price
will attend

Paula Goodson plans to apply for the accountant opening at the SwitchSoft office.

14. Product and trade namées Capitalize trademarks, brand names, proprietary names
and names of commercial products. Do not capitalize the common noun following the
name of a product.

Whirlpool refrigerator Grade A beef Ivory soap Apple computer

Learning Hint 1: Some trade names have become everyday words that do not need to be
capitalized when used as common nouns (see Guideline 6):

kleenex nylon Xerox scotch tape
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15. Publications, literary and artistic works, and heawdis, and subject lings Capitalize all
the words in titles of publications (newspapers, journals, magazines, books, efc.)
articles, book sectionsand reports; in literary and artistic works (poems, movies,
songs, etc.); and in headings and subject lines except the coordinating conjunctions,
articles, prepositions shorter than four letters, and theo in infinitives (CAP+to
guideline).

Capitalizeall the words in titles, headings, and subject lieesept

1 (C) coordinating conjunctiongd, but, or, for, nor, s@ndye)

1 (A) articles &, an,andthe)

1 (P) prepositions four letters or shorter (suckagdy, for, from, in, of, off, on, owtnd up).
Prepositions such against, beside, between, inside, toward, witaig others thadre five
or more letters longre capitalized.

1 (+to) thetoin infinitives (o work, to drive,to run, etc. )

Exception: Always capitalize the first anddawords of a title, heading, or subject line and the
first word following a dash or a colon.

Examples: Learning to Write Effective Business Documents (report title)
Preparing a Persuasive Message (heading)

AA Review of Hi dden (cBaptertite) of Ho me
Winning at All Costs: A Review of the 2016 Campaig{isv documentary)
AGoogl e: The Consensus |Is I nvestors

How to Succeed in Business Without Really Try{ibgok title)

Loanso¢c

AAn Analysis of the Use of Punctuat:i

The Daily Herald (newspapetitle)

AWhat to Listen Foro (article title)

Learning Hint 2: As you look at the above examples, you will see sbate are italicized. The

titles of books, pamphlets, poems, magazines, newspapers, movies, plays, musicals, operas, radio
and television shows, musical compositions, paintings, and pieces of sculpture are capitalized
using CAP+to guidelines and are itated. Titles of articles or chapters are similarly capitalized

and are enclosed with quotation marks.

For many years, underscoring typewritten material has been used to show italics. Even though

the underscore still signifies italics and can be useamu\Wwritten messages, in typewritten
material, italics are usealer underlining to signal italicized text.
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Introduction to the Grammar and Punctuation Review

In reviewinggrammar and punctuation, we are going to deal with the customary manner in
which English is applied or used. What we wil
based on usage.

Some grammar books used as references are 2 or 3 inches tieidkyifih guidelines that

address every possible usage situation. However, you can learn to write well by mastering only a
fraction of the guidelines in a book of that natlreereforeall the usage guell i nes wedr e ¢
to coverare included irarelatively few pages.

We make many grammati cal errors in our speaki
very harshly. However, when we make the same errors in our writing, our readers might judge us

to be only semiliteratie and therefore somdhat uneducatedhe grammar and punctuation

guidelines in this textbookill help you learn or review fundamental grammar and punctuation
concepts you need to understand and apply to communicate with credibility in business and
effectively represent youeHf and the company you work for.

The following grammar and punctuation topics will be reviewed.

Fundamentals of grammar

Subjective, objective, and possessive case
Agreement and reference

Tense

Mood, voice, and linkingzerb construction
Modifiers

Commausage

Other punctuation marks

=2 =420 -9 _-9_-9_-95_-°9

To help you evaluate your understanding of the grammar and punctuation guidelimal you
review, a practice grammar and punctuation eXallows the presentation of the guidelines, and
answers to the exam questions given at the end of the exam.

Thesegrammar and punctuatignaterials are founsh Section 7at the end of the textbook for
easy reference when you need to look up guidelines for grammar and punctuation as you write.
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Section 2 BasicPrinciples of Effective
Writing

Principles of effective writingre the heart of good business communicafitrese principles,

or guidelines, are applicable to anything you will wditehether fo personal use at home, in

educational circles, in patime or fulktime jobs, or in your professional career. After you have
studied these guidelines, you might be tempte
guidelines cover material that refleetscellent advice for writers to follow in preparing written
presentations of all kinds and can be applied in writing in any discipline or in any career.

The Writing Process: Prewrite, Write, and Rewrite

To communicate effectively, you mystan the intended message (prewriteite while

visualizing the reader (write), amevise and polishthe document so it reflects effective
communication principles (rewrite). Although without such effort a message will be sent, seldom
will the message received tee one sent. Below the prewrite, write, and rewrite processes that
help the writer achieve effective written communication are discussed in more detail.

Prewriting 8 Prewriting is the collective term for all events preceding writingwitiag
includes the initial thought process, the research, and the organization. Important factors to
consider include the following:

1. Know your purpose Why is this document being prepared? What is the central issue of the
problem?Nhat considerations must be determined before the finished product is delivered?
What will be the nature of the conclusions? Following the introduction, what direction will
the written presentation take?

2. Visualize your audience Avoid writing to a computer screen. Instead, visualize a reader;
and write to that person in terms of language, motivation, and prior knowledge. Will the
reader be pleased or displeased with your conclusions and recommendations? Will
deductive (direct) or induiste (indirect) order be more appropriate?

3. Determine thecontent Gather information; brainstorm the possibilities of the content and
the manner in which it can be stated. Sort out any ideas not relevant to the topic at hand. Are
some ideas interesting but not really related to the issue? Select those facts thaysupport
purpose, and discard unrelated notes. Complete your research, obtaining all material needed
for the presentation.
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4. Organizeyour facts. All good written presentations have a beginning, a middle, and an
endng. Develop aroutline so the document flows logically from one topic to the next.
Make your outline as complete as possible so the actual writing proceeds without
interruption.

You may more easily remember the four parts of the prewriting stage by using the acronym
PACOd Purpose Audience Content, andDrganization. With the planning and research
completed and the organization structured, you are ready to begin the writing phase.

Writing & The primarygoal of the writing phase is to get your thoughts on paper. The following
principles will enable you to be more effective as you write:

1. Set aside sufficient time for writing The entire written presentation or a major section of
the presentation shalibe written at one sitting. Avoid the temptation to write a page or
two, followed by a rest before you return to your writing. Writing in this manner becomes
disjointed and unorganized.

2. Locate a spot free of interruptions Any interruption will disrupyour thought process.
Your goal is to get your thoughts on paper without disruptions that require you to return to
interrupted thoughts.

3. Concern yourself only wibDdhnadtheba ocameartdesd c\v
except getting your thoughts paper. If you misspell a word, correct it only if the error
haunts you. If you have a question concerning a fact or a grammar issue, answer it during
the rewriting phase. Dondét interrupt your wi
guestions.

4. Setthe completed paper aside for awhileThis step is the easiest part of the writing phase.
After writing a document, set it aside for awhile, up to 24 hours if that much time is
available. This waiting period outbmwssitt he wi
objectively during the rewriting phase.

With the written presentationé6s first draft w
begin the rewriting phase.

Rewritingd Rewriting is little more than editing and iswmg. However, to have a polished
document, ensure the rewriting phase consists of two stages: (1) content editing and (2)
copyediting.

1. Content Editingd After you have been away from yodocumenfor awhile, read it first
for content. I n this editing, you are conce.|
concern for grammar problems, confusing words, or anything else that disrupts your
ensuring the content is complete and relevant.

Duringthe contenediting phase, ask yourself the following questions.
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1 Is the content complete? Are any vital facts missing?
1 Will the reader obtain an identical message to the one you are sending?

1 Do the thoughts flow, allowing the reader to follow the messatjmut any consciousness
of the organizational pattern?

1 Are the facts correct? As necessary, take time to check for accuracy.

1 Is documentation properly given for the words of others?

If major additions or changes resulted from the content editing, make all changes and reprint

the document to avoid revisions getting in the way of the copyedAitey. the content editing

has been completed, set the written presentation aside foeaghiin to enable it to become

Acol do again so you can copyedit, the final s

2. Copyeditingd Copyediting comprises the real essence of the revision process. As you read
your copy during this phase, ems your writing reflects each of the following guidelines.

1 Each sentence is grammatically correct.
1 Each word is spelled correctly. Homonyms and confusing words are not misused.
1 Each word fits. Colloquial language has been replaced with more appropnigbade.
Action verbs are used in place of stafebeing verbs. For exampladvocateor indicate
is used in place deel
1 Each sentence varies in structure from surrounding sentences, avoiding attention being
called to the structure rathéran to the message.
Each sentence is punctuated correctly.
Expletives are eliminated. Expletives are the wdardsdthered not used as pronouns and
having neither meanings nor antecedents. Expletives are deadly in writing because the
emphasis of the seamice is lost. Expletives move the intended emphasis to the middle of the
sentence rather than place the emphasis at the beginning or end where natural emphasis
occurs.
1 The wordthatis not overused. Check each occurrence of the thatdIf the sentencesads
well without it, eliminatehat Technicallythathas three legitimate uses: (1) as a relative
pronoun followed by a verb, (2) as the first word of a legitinfaé¢clause, and (3) as a
stipulating word, such akat person
1 Each sentence flows intbe next sentence; each paragraph flows into the next paragraph.
This flow creates effective transitions that carry the reader with you as you introduce a new
topic. Purposely use effective transitional words, sudioagveras a resultand
consequenyl
T The appearance of the written presentation i
attention is called to the appearance, the message is lost. Avoid an appearance that looks
sloppy or overdone.

= =

After the copyediting phase has beempleted, make all corrections and print your completed
written presentation. Review the presentation once more, checking for overall reader appeal.

If you do the processes of prewriting, writing, and rewriting properly,withgive about 50
percent ofyour time and efforts to the combined prewriting and writing stages and about
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50 percent of your time and effort to the rewriting stageMany writers succumb to the

temptation to shortchange the rewriting stage because they have procrastinated otthegause

are tired of the whole process. However, a key attribute of a good writer is the inherent desire to
revise his or her document in the most effective manner using tested principles that ensure
success.

Summaryd When you complete a piece of writingpilongs to you. You consider it perfect.
Refl ect on what happens when you ask someone
criticism but seek approval, and you are offended if a reviewer criticizes your expertise.

However, when you use the processkgrewriting, writing, and rewriting, you no longer retain
a strong attachment to your wérlallowing you to revise your work objectively. This process
enables you to transform good writing into excellent writing.

As you apply the process of prewrite;ite, and rewrite to your documents, consider the

following thought from Tony Jeary ifioo Many Enails(p.19):A When somet hi ng can
without effort, great effort has gone into it
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Adapting Your Message to Your Audience

The most successful business messages are personal. Even wittttensnthe reader should

believethe message was written for him or her only. We can use tools like mail mergketo ma

this happen. Mai | merge tools make it easy to
that the letter looks asiifis personal. To prepare an effective business message, we must adapt

what we write to our audience. Following the guidelingl®l will help us do so effectively.

Understanding People An important business skill is understanding people. When you know

what motivates the people around you, you wil
reader. Abraham Maslow, a twath century psychologist, identified needs that all people have.

He theorized that besides physiological needs, every person needs safety, love and belonging,
esteem, and seifctualization (morality, creativifyand problerrsolving). According to Maslow,

you, as a writer, can capi t alnibasimesomnmessagasyouof y o
write. Consider the following examples.

T The door monitoring feature of this alarm system \eiiljou know when the door opens,
which will help you keep your family safe. (safety)

1 The Board of Directors will recognize your excellent leadership qualities. (esteem)

1 This project will test your creative skills. (s@l€tualization)

T Participating in these meetings will help you network witlar coworkers and build
relationships. (belonging)

In addition to the basic needs as described by Maslow, people have distinct personalities, which
dictate their values and priorities. The more
values, ad priorities,the more likely you are to write effectively.

For example, what does your boss want? Does hslwe want happy employees? more sales?
solutions instead of problems? Once you know your supervisor, as a writer you can tailor your
message:

1 For the boss who wants happy employees: "If you change the vacation policy, the staff
will be able to coordinate their vacations, and more people will get the days off that they
want."

1 For the boss who wants sales: "Coordinatingctisomerservicestaff's vacation time
more efficiently will ensure phone coverage. Our customers will get great service even
during the holidays."

1 For the boss who wants solutions: "Marjorie will handle the new vacation plan. She has
already discussed the solution with théfstad has implemented the changes.”

Cardiologist Meyer Friedman developed a personality theory to determine who is more likely to
suffer from heart disea8ea person who has a Type A personality or a person who has a Type B
personality. According to Frignan, someone with a Type A personality is driven, motivated,
impatient, stressed, and competitive and is a perfectionist, aasarlic, etc. He describes a
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Type B person as an individual who is reflective and enjoys achievement but is not consumed by
the drive to get it.

While dividing people into two groups oversimplifies the diversity we see in people around us,
we all probably know someone (maybe you) who fits many of the criteria of a Type A
personality. It may be your boss; Type A people likbdon charge. So how do you appeal to a
TypeA person? Here are some ideas. (Of coygseple are complex: what may work for one

A Ty p eersdromaynot work for another.)

1. Getto the point. Type A psonalities generally warihe news or the main ideadf,
even with bad new4Jse a direct approach.

2. Use facts, data, and results. Give all the information the person needs to make a quick
decision.

3. Use esteem as a benefit. Type A people want to be right and to be respected.

4. Approach in persarif appropriate and reasonabléhe best channel to reach a Type A
person maynotbeamesage at all . fade6bs probably face

Personalities can dictate how you communicate in other ways. For example, your boss may tell
you she wants feedback on her wgekports, but you observe that she never takes your
suggestions. In this case, you will probably first want to clarify what your boss means by
feedback. Does she want content approval or just a quick grammar and punctuation review?
Does she want you teview for style and tone or just formatting? Maybe she just wants
approval and praise? Deaigdj how and when to communicatan be very complex.

Understanding Organizations.Like people, organizations have personalities. A corporate
culture may also dicta how you communicate and with whom you correspond.

Some management teams pride themselves on being technologically savvy. In such cases, texting
a potential client might be the appropriate way to make or confirm an appointment. Such
businesses are mdlikely to use social media and other online content to reach their current and
potential customers. Ot her emilopegenniessagessene 06 0 |
through the postal servic€hey rely on worebf-mouth marketing. Choosing theht channel

can be as important as crafting the content.

Understanding Your Audience. Understanding your audience will help you answer the
following questions.

1. What is the best channel?

2. What is an appropriate tone?

3. How formal should my language be? Carsé technical terms or should | avoid them?

4. How much information do I need to include?

5. How will the reader react to the news?
1. Channel The channel you choose to send a message has a tone. A text message conveys a
o0feelingdé of informality. When you choose to
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are trying to save the reader time. Texts may also tell the reader you aréipearg or
carelessespecially if autocorrect makes the message illegible.

Becauseemailis the predominate form of business communicatiomgraailmessage may

convey a tone from very informal to very serious; however, because of the overabundance of
electronic communication, readers are impatient. Keep this in mind when writing and ssending
electronic message: keep it short, make it easy, and make it look easy.

The tone of a business letter is formal. It sdys message was important enough totpand
mail.

2. Tone. Communication theorteaches us that a sender encodes a més$agm shesends it

through a channel and the receiver decodes it. What can go wrong in this process? Well, if
youbve ever b emaiortexding misuvderstanding, ya Rnow messages are not
always sent nor received the way they were intended. Who is to blame for business
communication blunders? | f your message i s mi
As business writers, we shouklkeresponsibility for our messages and learn from our mistakes

S0 we can communicate clearly and avoid confusion.

Use language that is appropriate for the situation. If it isneads, be careful with your closing.
ABetter | uck nexbeaforvardeakingpfriegdiytine,dut it is lkdlylto be
interpreted as insincere, even mocking. This is because words have explicit meanings
(denotations), but they are often interpreted differently (connotations). Consider the following
list.

Youngvs.immature
Slimvs. skinny

Difficult vs. challenging
Assertivevs. overbearing
Clevervs.sly

The pairs of words are synonyms, but the second word of each pair has a reegatdtation-
that is, one might consider it an insult. Choose woeasfully.

3. Language As mentioned above, the channel choice can dictate the level of formality a
message conveys. Your language is also a determining factor. Know your audience. You do not
want to confuse or offend your reader.

Consderinternational readern a global economy, wiitg for translations important We all

know electronic translators have flaws. Software has a difficult time interpreting slang, clichés,
and language nuances. If you are bilingual, try running yousagesthrough a translator before
sending. If you are writing your own translation, ask a native speaker to edit.

Be careful to avoigargon Words that are specific to an industry can be considered jargon. As an
accountant, you are familiar with the teraxsrual, bad dehtandcost basisWhenyou write to
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other accountast these terms are useful; whenting to engineers in your company,w® | |
want to define or explain these terms.

4. Amount of Information. Knowing what and how much to include is just as important in

business writing as it is in cooking. Just like adding too much flour will make breaddward, t

much information will make your message daunting and frustrating. Not enough information can

be equally as discouraging. You should know your audience well enough to know how much
informatonh e reader needs . idtaligedde byiesmiegudo much,bnd r eader
dondt was tinebysendingtobi héfe. Anticipate and answe
heorshelo e s n 6t h a \oeemadilyou maekibrlanswyeosu

5. Reader ReactionAs discussed in other sections, knowing your audience will help you
determine if you should use a direct approach (guawls messages and Type A personalities) or
an indirect approach (batkws and persuasive messages).

Mystery Audiences Business documents may have multiple audiences. For exasgplane
thatmarketing materials for a new product at your bank are produced by the marketing team and
approved by the marketing manager. Before the information is presented tottimeerug must

be approved by the compliance officer andlih@ n &ttdrsey. Depending on the product, the

CFO anahe CEO may also look over the documents before they are published. Each person
approving the message has different nekdsthe writer mst consider and address

Electronic communication can be forwarded, saved, reposted, replied smpthtother readers
besides the primary audience may read your mesgeybusiness writers, we should be aware
of thesecondary ounintentional augnces who may view our meggs. Never put anything in
aneanai | you woul dn 6t sesoadary redder belcarise ersadsdre puplic a n y
documentsinclude context for messages that may be forwarded or davaddition, nclude a
cover enail messge for an assistant who may be screettiregemail of his or her boss.
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Preview, Present, Review (PPR) Organization Pattern
for Routine Business Messages

All messages have a beginning, a middle, and an ending, or an introduction, the body, and a
conclusion. AOf coursel! o you say. But includ
critical to preparing an effective, agized document that has good access and that draws the

reader through the message.

What should be the content of the beginning, the middle, and the ending of a document? Some
businesscommunication manuals say that for routine or disstjuence messag@s the

beginning, the writer should say what the message will be; then in the middle, the writer should
present the message; and in the ending, the writer should say what the message was. Or in other
words,iTel |l &éem what youodreel Igodenng; teond efliln alelny,, tt
told O0em. o

The repetition of the important points that occurs when a writer uses this preview, present, and
review (PPR) approach to developing a message helps the reader remember the main points
(psychological acas) and helps draw the reader along through the message. A chart follows
illustrating the preview, present, and review approach to preparing a document.

Preview, Present, Review
Beginning, Middle, and Endingyith a Purpose
Beginning Middle Ending
Tell 06 Tell Oc¢€ Tell Oen
Preview:--intro Present-Body Review-conclusion
1 Setup 1 Agenda ltem 1 1 Refer to main idea
1 Purpose Support 1 Recap agenda
{ Mainidea 1 Agendaltem?2 | T End witha friendly,
1 Agenda Support forward-looking
f Agenda ltem 3 statement
Support

Previewd A brief message may contain only the main idea in the preview introduction, set up

and the main idea, or the main idea and the agenda if the message contains subtopics. And often
the purpose and main idea are the same. However, a message that is neofewhaaragraphs

long often will need a mordeveloped introduction than a message of only a paragraph or two.
Previewingthe document for the reader of this kind of messagginvolve four stepsset up
purposemain ideaand agenda

Thesetupincludes information that reminds the reader why you are writing and helps
establish a starting point or common ground between the writer and reader. For example, the
setup sentence could be the following as the opening sentence of the document:
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As we discused yesterday during our conference call on project deadlines, . . .

1 After the setup, alert the reader to thepose of the message to help establish the focus of
the document. For example,

To help us stay on schedule for the next three weeks, .
1 Then themain ideaof the message can be presented:

The progress on therojectswe are currently working on and the schedulecmmpletion
are reviewed here.

1 Last, anagendaof the main points needs to be listed to let the reader know up front the
specific topics that will be discussed in the document and the order in which they will appear.
For example,

The Pentera project, Grandview Reclamation project, and BaRedistribution project
with their main sections and aglines will be discussed below.

The agenda of points that will be covered can be presented as a series in a sentence, as in the
example above, or in a vertical list:

Each project with its main seotis and deadlines is discussed below in the following order:

1. Pentera poject
2. Grandview Reclamation project
3. Barlow Redistribution project

The complete preview introduction with set up, purpose, main idea, and agenda follows:

Yesterday during ouconference callwe discussed project deadlines.Relp us stay on
scheduledr the next three weekihie progress on thgrojectswe are currently working on
and the schedule for completion are reviewed heaeh project with its main sections and
deadines is discussed below in the following order:

1. Pentera poject
2. Grandview Reclamation project
3. Barlow Redistribution project

Presen® In the present stage, the writer will create a heading for each agenda point and then
discuss the agenda points under the corresponding headings. In a relatively short message, topic
sentences may take the place of headings to provide good access $ouksiain of each

subtopic. Topic sentences should be used even with headings. The agenda points need to be
presented and discussed in the same order as they appear in the preview introduction. If the
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message has no subtopics, thig pathe message, thmdy, will give details that support the
main idea.

Reviewd Tohelpe st abl i sh the main idea and agenda poi
needs to end by reviewing the main idea and, in longer messages, recapping the agenda points.
Whatever appears at the end of a document gets more attention from the readaathaimw

the middle; so referring again to the key points of the message will help them stand out in the
reader6s mind. Also, the repetition will emph
remember them more easily.

The last sentence or two thie document should be friendly and forward looking to build and
maintain goodwill and to give the document a feeling of closure. Create a fdne#idg

feeling by referring to a future interaction with the reader or a future application of the adntent
the document, etc. Below is an example of a review conclusion based on the main idea and
agenda from the discussion in fReeviewsection above.

The above list of the projects we are currently workingalong with an outline of what

each main sectioneeds to contain and progress deadlines for completion of each section

will be helpful in keeping us on schedule for the next three weeks. With successful completion
of these projects, our company will be on solid ground financially. Thanks to eamin fofry

your pat in completing these projects.

As you create routine documents using the preview, present, review principles, your reader will
be able to easily understand the focus of your message, get at the information, and remember it.
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Parallelism in Writing

Using parallel structure in your writing will make your writing more clear and effective. What
parallel structure is and how to apply it in your writing are discussed below.

The Nature of Parallelism

Parallel construction consists of two or more thoughts expressed in the same grammatical form.
When two thoughts are expressed, they are usually of equal importance; when more than two
thoughts are expresseatliey may or may not be of equal importance. If they are not of equal
importance, they may be arranged in ascending or descending order. Therefore, parallel
constructio® whether clauses, phrases, or individual parts of s@eecan effective aid to

clarity and emphasis because it displays the unity, relevance, and rank of ideas in balanced units.

Here are some examples of parallelism:

Nouns: The designing, producing, and marketing of the new speedboat required a sizable
capital investment.

Verbs:  The ealty corporation purchased a figere tract, built five'oom units on it, and
rented them to lovincome families.

Clauses: The study has been completed, the findings have been presented, and a decision has
been reached.

The position of elementa a pair orin a serie®f three or morés determined principally by

logic and emphasis. Aside from these considerations, smoothness of sentence structure
influences the design. For example, the longest element in a series of parallel ideas is usually
placedlast:

The communications consultant conducts writing clinics, evaluates written and
oral presentations, and keeps all levels of management abreast of the latest
communications techniques.

When ideas are parallel in meaning but not parallel in fornseh&ence lacks force because the
reader expects something different from what he or she reads. Consider, for example, the
following:

Incorrect:  The new sales manager is able, aggressive, and has a sense of responsibility.
Correct: The new sales managerable, aggressive, and responsible.

Incorrect: All analysts were trained in collecting market data and how to interpret the

findings.

Correct: All analysts were trained in collecting market data and in interpreting the
findings.

Correct: All analysts wee trained to collect market data and to interpret the findings.

35



Incorrect: The director not only must be an experienced engineer but also an able
administrator.

Correct: The director must be not only an experienced engineer but also an able
administrator.

Incorrect: Oil can either be transported by truck or by pipeline.
Correct: Oil can be transported either by truck or by pipeline.

Incorrect: Each article and talk that he writes and gives, respectively, increases his
confidence.
Correct: Each article witten and each talk given, respectively, increases his confidence.

The Structure of Parallelism

Parallel construction can also be caledallelism Parallelism implies that two or more
sentence elements should be exmdss the same grammatical construction if they are in any
way connected to each other. Parallelism helps to show that two or more ideas are equally
important if they are stated in grammatically parallel form.

Guideline 1: Use parallel construction inconnecting two or more items in a sentence or in
a listing.

If two or more sentence elements are parallel, they are more readable when expressed in parallel
grammatical form than when they are not. Therefore, for examples sbduld be balanced
with verbs, nouns with nouns, phrases with phrases, and clauses with clauses.

Notice the feeling of coordinaticamelgawt par all
conquered 0O We reflect par al | edrdinatentemshingorthe game put t w
grammatical form.

You donét really have to know what the name o
coordinate items in a parallel construction. But youfeahthe sameness of each item if you

will examine each item individually and then examine all connected items collectively. For good
writing purposes, parallelism must be reflected whenever we connect two or more items.

The most common connectives that irtipaarallelism are the coordinating conjunctidns
especiallyandandor. Most of the time, we use these conjunctions within a sentence. Notice the
use ofandin the following sentences:

Ms. Hillam asked Colleen to play the lead character and convingetto be the stage
manager.

Ms. Hillam will be selecting the school play, supervising tryouts, and coordinating
practice sessions.
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Ms. Hillam wants to select the school play, supervise tryouts, and coordinate practice
sessions.

Now notice how parallels is violated in the same sentences:

Ms. Hillam asked Colleen to play the lead character and convihgmgto be the stage
manager.

Ms. Hillam will be selecting the school play, supervising tryouts, and to coordinate
practice sessions.

Ms. Hillam wans to select the school play, to supervise tryouts, and coordinate practice
sessions.

As suggested, you cdeelthe breakdown in parallelism among the connected items.

In the third sentence abaveand in similar sentences containing a series of phrases beginning

with a word such a®, in,orford r epeat t he word before each phr
after the first word. For example, the connected phrases capiessed correctly in either of

two ways:

1. to select the school playg supervise tryouts, artd coordinate practice
2. to select the school play, supervise tryouts, and coordinate practice

We often make a list of things. Whether we express thesitere list as single words, as

phrases, or as clauses, all items in the list should be parallel. The items in a list can be viewed
much | i ke items in a series. Asandgouoc)h, an Aun
connects the last two itemstime listing. For example:

Following are the things | need to do today:

1. Wash the car
2. Go to the grocery storafd)]
3. Purchase tickets for the play

An fundandectus betv@ego to the grocery storand purchase tickets for the play
Notice thefeel of what happens if all three items are not paralehsh the car, go to the grocery
store,and to purchase tickets for the play

Guideline 2: Use parallel construction following each connective in a pair of correlative
conjunctions.

Correlative conjun@bns are always used in paifhey are frequently useful connectives if a
sentence contains two or more grammatically equal elements that a writer wants Bejoim.
are the maipairs ofcorrelative conjunctions:

either ... or both ... and whether . . . or
neither . .. nor not only . .. but also

37



The important thing to remember about correlative conjunctions is that the same grammatical
construction must follow each member of the
If two sentence elements are parallel, they both reflect the glmmematical construction. For
example, if the first sentence element is a noun, the second element should also be a noun. Or if
the first sentence element is-amg construction, the second element should also bagn
construction. Notice how parallconstruction is violated with the following correlative

conjunctions:

Wendell stated that he will neither play football nor will he try out for the basketball
team. (The grammatical construction following the first memtather, is a verld

play. The grammatical construction following the second memar,is a clausé he

will try. For parallel construction purposes, the sentence could be revised as follows:
Wendell stated that he will neither play football nor try out for the basketball team

Wendell says he will not only refuse to play football but also he will not try out for the
basketball team. (The grammatical construction followiagonlyis a verl® refuse

The grammatical construction followitgit alsois a clausé he will not try oufor the
basketball team For parallel construction purposes, the sentence could be revised as
follows: Wendell says he will not only refuse to play football but also refuse to try out for
the basketball team

Notice how the same grammatical construtisused following both correlative conjunctions in
the following sentences:

Paul wants not onlfo usecharts in his report but al$o usepictures.

Paul not onlyhas been planningo use charts in his report but alsas been hopingo
use a few of gur pictures.

Parley will use neithetharts nor pictures in his report.

Orson will eitherask youfor permissiorto use your pictures in his reportask Ms.
Yeatesfor permission to use her pictures.

Finally, notice the incorrect punctuation in geme sentences when they are punctuated as
follows:

Paul wants not only to use charts in his report, but also to use pictures.

Paul not only has been planning to use charts in his report, but also has been hoping to
use a few of your pictures.

Parley wil use neither charts, nor pictures in his report.

Orson will either ask permission to use your pictures in his report, or ask Ms. Yeates for
permission to use her pictures.
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That is, the sentences are punctuated as if the second member of each eocaiatiction

pair is a pure coordinating conjunction. However, the conjunchiofsor,andor in the above
sentences are correlative conjunctions rather than coordinating conjunctions and therefore do not
connect independent clauses.

Parallelism Praciced On the line, writeP if the connected items aparallel; write NP if the
connected items aret parallel. Then, revise any nonparallel items to make them parallel.

1. You can improve your racquetball game if you master the fundamentaty and
practicing daily.

2. The boys played sandlot baseball on the playground, the streets, and in my back yard.

3. The Rodeo Club decided to cancel the April rodeo and then that they would try to
reschedule the rodeo in May.

4. For puposes of leadership, recognizing a challenge can be as important as to meet the
challenge.

5. The terminal punctuation marks you can use are a comma, a question mark, or
exclamation point.

6. Using drugs or cheating on exams can reswusgpension or expulsion.

7. Beth told the officer that she had traveled at the same speed as everyone else and of
her perfect driving record.

8. You will tend to write well if you organize your thoughts carefully, proofread very
precisely,and revise any sentences with grammar errors.

9. Our computer system has the capabilities of communicating with other computers,
processing mathematical calculations, and to help with graphics assignments.

10. Your adviser will familiarize ya with your classes and how to select classes you will
enjoy.

Answers to Parallelism Practice Sentences

1. NP You can improve your racquetball game if you master the fundamentals and by
practicing daily

The connective is the coordinating conjunctama The two sentence elemeatsd
connects aré you master the fundamentaedby practicing daily You carfeelthe
two sentence elements are not parallel. You have your choice of making the two
elemerts parallel in two ways: (1) you master the fundamentasdif you practice
daily and (2)by mastering the fundamentasdby practicing daily
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NP

NP

NP

NP

NP

The boys played sandlot baseball on the playground, the streets, and in my back yard
The connective is the coordinating conjunctamd, which connects items in a series.

You canfeelthe items are not parallel. You can make them parallel by using a
prepositional phrase for all three itenmn the playground, in the streets)din my
badkyard

The Rodeo Club decided to cancel the April rodeo and then that they would try to
reschedule the rodeo in May

The connective is the coordinating conjunctaord  You canfeel the items thaand
connects are not parallel. A suitable vediyachieving parallelism is to use the same
grammatical construction for the second item as is used for the firstitecancel

the April rodecandto try to reschedule the rodeo in May

For purposes of leadership, recognizing a challengebmas important as to meet
the challenge

The connective that connects the two itemasisYou canfeel the items are not
parallel. You can make the items parallel by using the first item as a model or by
using the second item as a model: rébognizing a challengean be as important as
meeting the challenga (2)to recognize a challengsn be as important & meet
the challenge

The terminal punctuation marks you can use are a comma, a question mark, or
exclamation point

The connective that connects the items in the series is the coordinating conjunction
or. You canfeelthe items are not parallel. You can make the items parallel by using
an article before each noun or by eliminating the article for the second and third
items: (1)a comma, a question mairds, an exclamation poirtr (2)a comma,

guestion markor exclamation point

Using drugs or cheating on exams can result in suspension or expulsion

The connective that connects the two items is the coordinatimgnctionor. You
canfeelthe items are parallel because they both enth@n usingdrugs orcheating
on exams.

Beth told the officer that she had traveled at the same speed as everyone else and of
her perfect driving record

The connective is the coordinating conjunctammd You canfeel the two items are
not parallel. The first item begins withat, the second item begins witii A good
way to make the two items parallel is to begin each thilh that she hadraveled
at the same speed as everyone afsfthat she had a perfect driving record
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8. P
9. NP
10. NP

You will tend to write well if you organize your thoughts carefully, proofread very
precisely, and revise any sentences with grammar errors

The connective tiit connects the items in the series is the coordinating conjunction
and You carfeelthe items are parallel. The writer has opted to eliminaté o
construction at the first of the second and third items. The writer could have opted to
include treif youconstruction for all three itemsf you organize your thoughts

carefully, if you proofread very precisebndif you revise any sentences with

grammar errors

Our computer system has the capabilities of communicating with other cosypute
processing mathematical calculations, and to help with graphics assignments

The connective in the series is the coordinating conjunatioh You canfeel the

items are not parallel. You have two easy ways to make the items parallel: to use an
-ing word as the first word in each item or to begin each itemtwitbllowed by a

verb. Thatis: (1gommunicating with other computers, processing mathematical
calculations,andhelping with graphics assignmemis(2)to communicate with other
compuers, to process mathematical calculatioasdto help with graphics

assignments

Your adviser will familiarize you with your classes and how to select classes you will
enjoy.

The connective for the items is the coordinating conjuncrah Theeasiest way to

correct the parallelism problem is to make each item into a verb phraseill (1)
familiarize you with your classesdwill help you select classes you will enjoy
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Outlines and Headings in Written Documents

Closely related to principles of prewriting, parallelism, and adsegsse t he A Access Te
in Writingo s eqadrapantiples fssocidtad svith budlikinig larl with using
headings.

Creating Outlines and Heading® In preparing avritten presentation, a writenust decide

what to write first, second, third, etc. That is, a writer must decide the npsipaipte sequence

for any document. If a writer fails to reflect good organization in a written presentation, several
problems of miscommunication can occur between the writer and the reader. Whenever you
prepare a written prersemliteattiiome arod 6fl rl ustarvet icc
outline of your presentation before you begin writing the document itself.

Effective organization in a written presentat
which serves as a road mi@pguide the writerGood writers normally prepare this outline as the

last step of the prewriting process and then change the outline as necessary throughout the

writing and rewriting processeBepending on the nature and complexity of a written

presentton, an outline can be either mentally stored in the mind as an informal outline or

written down as a formal outline.

The items in an outline become the headings of the resulting written presemtaéisautine
message using the preview, present,a@vapproac
1 An outline of main points in the message is created in the prewrite or planning stage.
1 The agenda points in the preview or introduction of the document come from the outline
items.
1 These agenda points then become the headings in the do@ftaeettie preview
introduction.

Of coursejf the document is short and deals with only amtapic and no subtopics, it will

have no agenda list nor headin@dten, each agenda item can be copied and pasted as a heading

so the headings have the sanwding as the agenda or outline items, which helps the reader

remember the main points and know better where he or she is in the development of the content

of the document. In a formal report, the items in an outline become the héadimtjshe

headingstan become the items in the reportodos tabl e

Writers should follow accepted conventions of outline preparation when they prepare an outline
that reflects the organization of a written presentation. In doing so, writers should keep in mind
the cbse relationships that exist among outlines, headings, and tables of contents.

Formatting Outlines and Heading® The major conventions that affect outlines, headings, and
tables of contents and that reflect appropriate outhiaetality are the following:

1. Every wellwritten document should have a beginning, a middle, and an ending. The
outline should reflect these three organizational components.
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I f any section of an outline Otalserami SiéA,, ot h &
iS not necessary.

The coordinate and subordinate items of a thegel outline are shown through the use of
roman numerals for firdevel items, alphabetic letters for secdadel items, and arabic
numerals for thirdevel items For example:

I. Firstl ev el I t emé é é é é é é é Bdegree aneenterad mhin hreading
A. Second ev el it e nBédsbrées @ secorakgree or sidenargin heading
B. Secondevel item
1. Third-l ev el it emé é é é . .-dedsee oparageaph haadingh i r d

2. Third-level item
C. Secondevel item

Il. Firstlevel item
A. Secondevel item
B. Secondevel item
1. Third-level item
2. Third-level item
3. Third-level item

Correct parallelis@ making items in the same group have similar grammar structure so
the reader can recognize the items are conn@cteduld be reflected in an outline as
follows: (1) firstlevel items (roman numerals) must be parallel with each othbgver
similar grammar structure; (2) secelayel items (alphabetic letters) under a fiestel

item must be parallel with each otBelbut need not be parallel with firktvel items or

with another set of secodevel items; and (3) thirtevel items (araiec numerals) under a
secondevel item must be parallel with each otfidyut need not be parallel with firsir
secondevel items or with another set of thilelvel items.

First, secong, and thirdlevel items in an outline become the firsecmd-, and third

degree headings in the associated written presentatitwen writing your document, be

sure that the focus and wording of each heading is similar to the corresponding outline

it em. Using this appr oachnthienlupist ytoh et hwroi utgehrc
document, which helps the reader clearly understand what the document is about in the
beginning and easily follow the development of the content through the conclusion. The

title will reflect the purpose of the document, and eaeln heading will reflect a main

point or outline item. In a document using the direct approach, referring to the purpose and

to the main points in the introduction and in the conclusion of the document ties the

document together and for the reader.

An o ut | deveerdnan nMumerats,tsecctalel alphabetic letters, and thikelvel

arabic numerals need not be included-, preced
second, and thirddegree headings.
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10.

11.

12.

13.

14.

15.

16.

17.

The degrees of headings invatten presentation are typically shown by physical
placement on the page, as explained in Items 8, 9, and 10.

First-degree headingsare usually centered horizontally and are formatted in upper and
lower case. They maye bolded or underscored or both bolded and underscored.

Seconddegree headingsre usually blocked at the left margin and are formatted in upper
and lower case. Bolding and underscoring should be the same as ttediest headings.

Third -degree headingsre usually formatted at the beginning of a paragraph and therefore
are also called paragraph headings. Bolding and underscoring should be the same as the
first-degree headings. A dash follows a thilejree heading, and the paragraph begins
immediately bllowing the dash.

As a paragraph heading, a thatdgree heading is either blocked at the left margin or
indentedonetabstépd e pendi ng on whet her the first |
paragraphs are blocked or indented.

A writer shoutl be consistent in applying the same access techniques to all headings in a
written presentation. For example, if fadgree headings are bolded, then secand
third-degree headings should also be bolded.

All the words in first and secondlegreeheadings are capitalized except the following: (1)
the articlesa, an,andthe (2) the coordinating conjunctioréd, but, or, for, nor, sand

yet (3) prepositions with four or fewer letters; and (4) the vtond infinitive phrases.

This rule is rélected in the CAP+to guideline in the discussion of capitalization in Section
1 of this textbook. The first word and the last word of a heading are capitalized. The first
word following a dash or a colon is capitalized. Thiehree headings can be calptzd
according to this guideline or can have only the first word and proper nouns capitalized.

In a formal report, firstlegree headings must be grammatically parallel. However, the first
degree headings dritroduction, ConclusiongndRecommendatiorere acceptable even if
they are not grammatically parallel with other fidgigree headings.

A writer should not force a reader to rely
purposes. Therefore, a writer should prepare a written pegserds ifit contained no

headings. With this directive in mind,writer should never format a seconeddegree

heading back to back with a firstdegree heading (or a thirddegree heading with a
seconddegree heading)as the writer needs to introduce fubtopics under the main

heading before the subheading appears.

A triple space is used before firsind secondlegree headings; a double space is used
following first- and secondlegree headings.

A writer decides how many degrees of headingsstwin a written presentation. If only one
degree is necessary, the headings may be festone, or thirddegree headings.
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18. If a writer needs two degrees of headings, she or he can choose a combinaticreofifirst
seconddegree headings, firsénd thirddegree headings, or secemahd thirddegree
headings.

19. In a formal report with a table of conterttse first and secondlegree headings of the
report are indexed in the table of contents. The items in a table of contents coincide exactly
withthe wri tten presentationb6s headi-deggee accor o
headings need not be indexed in a table of contents.

20. In atable of contents, firsand secondiegree headings are reflected by the physical
formatting used for theitemsn t he t abl e of cewvelreamat s. The o
numerals and secofidvel alphabetic letters need not precede the equivalent items in a
table of contents.

Heading Format Exampled One level of headings may be adequate filmuato-five-page

document. However, if the content under a heading clearly addresses two or more ideas in some
detail, the discussion of each idea should probably be set off withlzeading for good reader
access. The headingseach leveinust hae parallel structure with each other, but all the

headings in the paper do not need to parallel in structure. If you do use more than one level of
headings, follow the formatting guidelines below.

This Is a First-degree Heading

Center firstdegree headings horizontally, and capitalize the first letter of each wandigcrto

the CAP+to guidelineTriple space befora firstdegree heading, amtbuble space afteéhe
heading before beginning the text. The text underitbiedegree heading needs to introduce the
information in each secorikegree heading under it.

This Is a Seconddegree Heading

Line up secondiegree headings with the left margin, and capitalize the first letter of each word
according to the CAP+to guidelin@riple space befora seconedegree heading, amtbuble

space afteit before beginning the text. The text under a seategtee heading needs to

introduce the information in each thidigree heading under it.

This is a third-degree headind Begin a paragraph of text with a thidegree or paragraph

heading. If you are using indented paragraphgur document, the paragraph headings will be
indented. If you are not using indented paragraphs, the paragraph headings will be lined up with
the left margin.Double space beforparagraph heading. Single space after the heading if the
documents single spaced, and double space after the heading if the document is double spaced.

Use either a dash or a colon between the heading and thégxgbnsistent in using either a
dash or a colon with all of the paragraph headings in your paper. r3hlettier of each word in
third-degree headings can be either capitalized according to the CAP+to guideline or not
capitalized. Again, whichever you choose, be consistent.
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If you are using only one level of headings in your paper, you may choosedoly$est-,
second, or thirddegree headings, although secalegree headings are often preferred. If you
are using two levels of heading, you may use a combination efdirdtsecondlegree
headings; firstand thirddegree headings, or secemad thrd-degree headings.

Bolding headings of any degree is preferred so the headings stand out from the text.
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Access Techniques in Writing

As a reader, yoknow how much easier information is to assimilate if it is presented simply and

plainly. As a writer, you want to present the
attention and all ow him or her t cappiygeeadss at 0 yo
techniques, you fimake it easyo for your reade

To access information is Emphasizeit. In theory, the more important the information and the
more likely your reader will need and will use the informattbe, more accessible you should
make the information.

One of the major differences between literary writing lansinessvriting is that ofaccessin

literary writing, a reader is often expected to read the material and find the important points. In
bushess writing, thevriter should asert the pointsin fact, a writer can writbusinessnemos,

letters, or reports so a reader does not have to read them thoroughly but can have access to their
contents by merely skimming them.

To apply access techniguessomething in writing is to give @mphasis Appropriate emphasis
in writing is like good transition in writind) you may not notice it, but it is there. Three kinds of
emphasis techniques arerbal, visual, andpsychological.

Verbal acces§ One verbalccess technique is use word$o emphasize the importance of
something. For example, you might say

The most 1| mpard@aant aspect is

Pl ease not e. : : . O

This | ast part i1.soextremely significant
P | eeadstleese instructions carefully to.. 0

Remember to. : : . O

=2 =2 =-a=2=2
o et S ! S | S 1]

A second technique in using verbal acce¢s igpeat somethindgror example, when you write

your research report, you will intentionally repeat the purpose of the paper in severalgriaces

the title page, in the letter or memo of transmittal, in the executive summary, on page 1 in the
title, and in the introduction. Some authorit
and it is used to help the reader keep in mind whabdper is about.

The following are examples of using words to point out that the content that follows repeats
earlier content in the document.

T AAs | explaioned earlier,
1 A As p outimtheditle ofdExhibit 2, ... 0
T AJohn Do eythinkipgoman hesnotes that... 0

Whether the writer says something is being repeated or simply repeats without noting he or she is
doing so, the writer is using verbal access to emphasize important information.
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Visual acces8 In using visualaccess techniques, you can use one or more of the following:

Headings and subheadings

Enumerations (1, 2, 3; I, II, lll; A, B, C; first, second, third; etc.)
Listings (in columns with items highlighted by numerals, letterbudets)
Capitalization (but be wary of too much solid capitalization)
Italics

Bolding

Underlining

Borders

Font and sizef-font variations

Shading or highlighting

Color

Graphic aids (a picture is worth a thousand words)

Margin variations

White space

=4 =2 =0 _0_5_9_9_95_4_-29_-29_-2=2_--°5_-2-

Psychological access In using psychologicahccess techniques, you intentionally do the
following:

1 Manipulate the order in which you write your presentation (we remember the beginning and
the ending most easily).
1 Adjust the space you give to somettongow much you write about something (the more
devoted space, the more emphasis).
1 Involve the reader in your message through using the following:
1. Personal style of writing) Use an informal formét letter, memo, or interal emaib for
the document, and use all the personal prorbéing , 6 fAyou, 06 fAwe, 0 as w
At hoey .
2. Youattitudéd See t he discussion of Ayouodo attitude
3. Active voiced The person or thing doing the actioreisphasized with active voice,
while the action itself is emphasized with passive voice. Voice is discussed in more detail
in the grammar and punctuation section of this text.

As you set out to intentionally use access techniques to give emphasis toisgnyeiu should

be wary oatcessoverisli bl Acdiess techniqgues are | egiti
accomplish a writerb6s objective and are not o
may result in access overkill:

Setting the pitch o& font so large that it draws too much attention to the content

Using too much solid capitalization with the result that the readability is reduced

Bolding, underlining, or italicizing excessively

Using margins that are unnecessarily and too narrow aviti®

Leavingtoo much white space before or after headings or visuals

Using too many types of access techniques at

= =4 =4 -8 -8 -9
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Preparing the Reader to Understand, Feel Good About, anBelieveYour Messag®
Content, Climate, and Credibility Set

Setis an inherent elementof goodwritere ader r el ati onships. " Settir
the reader, 0 involves techniques that help th
feel good about the written presentation, and (3) believe thgages Using "set" properly helps

the writer get the desired response from the reader. Remember, the three purposes of business
writing are to help the readknow (understand) something, to get the readelot(act)

something, and tbuild or maintain godwill. Effective content, climate, and credibility set will

help the writer accomplish these purposes.

Essentially, using set means "setting uppi@paring your readdry doing those things that
positively influence your reader's thinking about youittem presentation. The three areas that
help you "set" your reader are content, climate, and credibility set.

Content setis related to the Gredkgos(or rational dimension of the mind). When you use

content set, you make sure yoaader knows the purpose of the written presentation and what
content to expect in the overall document and in each section and paragraph. Examples of key
elements that provide content set in a document are an effective title and the purpose statement i
a formal report. These two elements are listed below along with others that help provide content
set for the reader.

An effective title, especially one that reflects the main idea of the document

Purpose or main idea stated in the introduction

A good introduction to the content that follows in an entire document, section, or paragraph
Headings that introduce subtopics

The topic sentence in a paragraph

A good conclusion that refers to the main idea and the subtopics

= =4 =4 -8 -8 -9

All of the above elementsan and should be used to prepare the reader to understand and
remember the main points of content in a document.

Climate setis related to the Gregkathos(or emotional dimension of the mind). When you use

climate set, you make suyeur reader feels good about the written presentation. For example,

since readers don't appreciate misspelled words, avoid misspellings so the readers of your
document dondédt develop negative feelings abou
Carefuly format your document to give the reader a good impression of the document before the
reader even begins reading the content. Using correct spelling and formatting correctly are listed
below along with other things you can do to help the reader feelajmmd your message.

Positive tone

AYouo V& augng appropriately on the reader in the message

Easy access to the main idea of a routine message and to the supporting points
Correct spelling, grammar, and language usage

Clear, concise, and congté presentation of the content

Effective organization of the ideas

= =4 -8 8 -9 -9
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1  Appropriate formatting, including a professiotabking letterhead where appropriate
1 Quality graphics used appropriately to support the content and improve access

Using the above technigs as appropriate as well as others will help the reader feel good about
the message you are sending, which glipthe reader to get the information you are sending
more easilyand to act on it.

Credibility set is related to te Greekethos(or ethical dimension of the mind). When you use
credibility set, you intentionally do things, as appropriate, that will help the reader believe the
message. Furthermore, you do nothing that might cause the reader to disbelieve your message.
Things you can do to help the reader recognize the validity of the content include those listed
below.Note that several of the elements below can also be used in establishing climate set, or a
good feeling about the message.

Clear reference to sources needed, that support your points

Use of more than one source to support important points

Correct spelling, grammar, and language usage.

Clear, concise, and complete presentation of the content

Effective organization of the ideas

Appropriate formattingincluding a professiondboking letterhead where appropriate
Quiality graphics used appropriately to support the content and improve access

= =4 =8 -8 -4 _-9_-°

Using the above tools and others in your documents will make the content more believable to
your readers and hejpu accomplish the purpose of your message.

When you intentionally use the principle of set in your writing, you will constantly think about
content set, climate set, and credibility set. Therefore, you will consciously anibimadi
prepare youmessage in a way that will help your reader to know the purpose of your written
presentation, to feel good about the process, and to believe your message.

Tosummarize:i Set 06 i s the process a writer goes thrc
desired response from a reader. The process involves the following:

1 Content set,through which the writer does things to help the readderstandvhat the
written message is about.

1 Climate set through which the writer does things to help the eetakl goodaboutthe
writer and the message as a result of looking at and reading the message.

1 Credibility set, through which the writer does things to help the rebdkevethe message.

Hopefully, if the writer is effective in establishing godidnate, content, and credibility set with
the reader, the reader will respond or act as the writer desires.
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You Attitude, Positive Language, and Goodwill

One of the most important principles in writer relations is putting yourself in the reader's

positiord thatis] oo ki ng at things f r.dhisatiltysknovehnasder 6 s po
usingyou attitudeoryou viewpoinend i s devel oped tpronaunsgh t he wr

emphasisandpositive language A writer who incorporategou attituden his or her writing
will build goodwill with the reader.

If I want to convince you to buy the superpillrpose cleaner | am selling, | will not be very
successful by selling you from my point of view. Will you buy the cleaner so | can win a free
trip to Europe? |imagine not. | must comee you that the cleaner will enable you to improve

the value of your home as you use it to get rid of the oil spots on your driveway and remove the
film from your siding. | also need to point out that the cleaner is easy to use and is low cost.
Pointingout the benefits that you will receive from purchasing the cleaner will build your
interest in purchasing it. If | focus only on the benefits | will receive, you will probably put your
money into something else. You are more concerned gbatgelfthanaboutme Therefore,

to be effective in communicating with you, | must play on the logioofattitude

Below is a discussion of ways to incorponabel attitudein your documents. Ways to
incorporateyou attitudein your documets include the following:

{1 Use appropriate pronouns

{1 Focus on reader benefits and needs

1 Emphasize the positive and minimize the negative

1. Use appropriate pronoun® One way to promotgou attitudes through thaise of

appropriate pronoungocus on replacingor wereferences witlyouandyour references.

Notice the pronoun references in the second paragraph on this padymatigk focus changes

with the use of fTlhoe afinlddo fryeof uedr epmicoafthelennsp.h asi z e
senences, and the fAyoumaderef erences emphasize tF

Useyouandyour pronouns liberally; and scale down the use of the pronipums, my, weand
our. However, if you are presenting negative informatyau attitudes better expressed
without usingyouor your.

2. Focus on reader benefiteand need® Show how your reader will benefit from whatever the
message requests or announces. Meet the reade
presenttion of the message. You can do this through appropriate emphasis.

Because the mostmphasized part of a sentence, the part that stands out the most, is the
beginning, we can often arrange the order of the ideas in the sentence to stezsseif®eed
and benefits. Notice the difference in emphasis in thewiong examples. The first sef
sentences emphassahe writer, while the second setnphasizes theeader.

Emphasis onthe Writer

We are excited about our new computer software.
We wantto tell you that your order will arrive next week.
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Below, we will share three things you need to know about your insurance benefits.

Emphasis o the Reader
The new computer software will save you time.
Your order will arrive next week.
Three things/ou need to know about your insurance benafiégsoutlined below

Because the beginning of a message has the greatest emphasis, a good business writer will
generally avoid opening a letter witlor we beginnings.The editing process of any business
correspondence should include lookingvi@roriented ideas and replacing them wjithu

oriented ideas where appropriate.

3. Emphasize the positive and minimize the negatideTo create a good feeling the
message and draw the readebétter, apply the following fiverinciples.

1 Emphasize the positive and witainbe done, and minimize the negative and vehat rbé t

done.

1 Personalize positive commeraind generalize negative ones. For exampktea of
saying, AThe project is wel!/ d o Yioel cab evena y Ay
usethepr sonds name in some situatii®cmad |didh ppeomuso
a great job on the projeotAl s o, i nst ead o fnisBtahyei nrge p ofirYto uo nd itd
you can say, fAThe report wasndét finished on

1 Use positive words as much as you appropriately can syskasant, encouraging, skilled,
energetic, beautiful, meaningful, happy, kind, good, bargain, yahdfriendly rathe than
such negative wordssangry, hopelessegret, unfortunately, inconvenience, problem,
discouraging, stupid, ugly, meiagless, mean, cruel, cheap, crook, liandunhappy

1 Use passiveather than active voice where helpfolavoid placing blamélassive voice
deemphasizes who or what is doing the actBmmn st ead of saying, f#AYou
included an estimate in your bidodo (active Vv
beeni ncl uded i n vy o ur(SedthefiMood,(Vpice sasdiLnkingierto i c e ) .
Construct inthistéxtbeoB.ct i on

1 Put negative information in a dependent clause rather than in the main part of the sentence.

This youattitudeapproach is well known in marketing but is also essential in effective business
communication. When you begin planning a message, think how the receiver will react to your
message. What does he or she most want to know from your message? What comments wil
make the reader feel most positive about you and your business? Answers to these questions will
help determine how to begin your letter and what the best approach to your message will be.
Reflecting you attituden a written preseation is not difficult. To do so, concentrate on achiev

ing appropriate answers to the following questions:

1. Does the message deal with the reader's primary needs and concerns?

2. Is the message reader centered? How would | feel about the message thewere
reader?

3. Will the reader think the content is fair, logical, and ethical?

4. Does the message foster positive business relatio@skyeEn when it conveys bad news?
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5. Are ideas stated tactfully and positively and in such a way that the readewsrsilis not
influenced negatively?

Another major principle in business correspondence is the concgpodivill. Although

goodwill is significant, it is difficult to define. Relatedyou attitude goodwill illustrates the
repeatbusiness and public relations maintained between business and patrons. Goodwill is listed

as an asset on a balance sheet and results from satisfying the customers' needs. Because business
messages "sell" the organization to the reader, goodwill is iamart writing just as it is in

faceto-face communication with customers. Compare the following messages:

You must come to our office to sign the forms. We cannot submit your application until
then.( Can you feel the ApusYyo tone of these

Please stop by our office at your convenience to sign the forms. Then your application
can be quickly submitte@otice how passive voice is used in the second sentence to
deemphasize the writer, which adds to the

Putting yourselin the reader's position will help the message to reflect goodusiing positive
language and you attituseessages will establish goodwill in your communications and result in
effective messages. Although goodwill is not often the major reason torgwour message, it

is considered a secondary purpose in most business communication.

Practice with You Attitude /Positive Languageand Goodwilld Revise the following sgerces
so they reflect the yoattitude and positive language.
1. We offer our howto-grow-vegetablesn-the-desert materials in a regular hardback book, in
an oversized, fultolor, coffeetable version, or in an inexpensive paperback book.
2. To help us procedhis order, we must have the size specifications for the Item 2 desks.
3. The directors of KSUU are pleased to announce our plans to provide traffic and weather
i nformation Aon the ninesd throughout the da
4. To avoid a delay in receiving your order, pleasedot f or get t o i ncl ude vy

Possible Revisions of the Above Sentences
1. We offer our howo-grow-vegetablesn-the-desert materials in a regular hardback book, in
an oversized, fultolor, coffeetable version, or in an inexpensive papack book.
You can have your own copy of our hde+grow-vegetablesn-the-desert book in a
regular hardback form; in an oversized,ftdlor, coffeetable version; or in an
inexpensive paperback book.
2. To help us process this order, we must have ttesspecifications for theesks.
So your order can be filled promptly, please fax us the specifications for theesks.
3. The directors of KSUU are pleased to announce our plans to provide traffic and weather
information Aon the nineso throughout the da

For your traffic and weather information
nineso throughout the day on KSUU.
4. To avoid a delay in receiving your order, p |
address.

To speed delivery of your order, please include your email address.
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Communication Theory

Communication at its most basic level, unless you talk to yduiseblves at least two peode

a sender and a receiver. The person who has an idea to share with others is referred to as the
sender of the message. The sender of the message must put his or her idea into a transmittable
form; this process is referred agencodingthe message. The encoded message is sent to the
receive(s) through verbal or nonverbal e spoken or written words'he receiver has the
responsibility ofdecodingthe messagd&ecoding measmdetermining whathe sender meant.

A variety ofbarriers can get in the way dhemessage being transmittetfectively. Some of

these barriers include the following: language barriers, physical barriers, emotional barriers,
cultural barriersand etc. For example, a language barrier might be a sender who speaks Russian
trying to communicate with receivewwhod o e spedktRussiarA physical barrier could be
whenthe sender is in one room and the receiver is in anothedrabenwall betweenaoms

causes a barrieAn emotional barrier might be tmeceiverhaving a bad day when he or she
receivesa written messagé\ cultural barrier could be a Native American trying to communicate
with an African American.

Another important part of the comumication process if®edback Feedback goes from the

receiver back to the sender. Feedback helps the sender know if the message was received and if it
was understood correctly. If the message was not received, the sender should atentpit to

again. If the message waceived buhot understood correctly, the sender needs to madidly

send the messag@ain

In addition to these aspects of communication, another factor that needs to be considered is what
is called a&rame of reference Each person has a frame of reference or a parédigmway he

or she sees the world. A persondés frame of re
experienced throughout hi scomomicstatus, religious beliefsT hi n g
values, | evel of education, culture, |ifestyl
reference.

The less the sender and receiver have in common regarding their frames of reference, the harder
the communicatioprocess will be. For example, if two people need to communicate and one
person speaks English and the other speaks French; one is from a small town and the other is
from a major city; one is male and the other is female; one is from wealth and the ttier is
poverty; one is Catholic and the other is Baptist; and one is a college graduate and the other is a
high school dropout, their chances of actually communicating will be very low. However, if both
people have similar frames of reference, their chattcesmmunicate will be better.

Most of the time when people communicate, they tend to communicate from their own frame of
reference. They tend to send Al 0 messages.
wrong with angofidbosiessevstersashoeld try b Uobk at things from the
receivero6s frame of refemdmasmkarnydusdmd yYauo h
messages focus on the receiver rather than the sender.

3t

Good business writers try to send positivaneutrakratherthan negative messagédsey tell
people what they can do rather than what they
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because you failed iaclude the correct informatiarhas a negative tonA. better approach is,
AYour or derasc arm ome afsi lyloaud t el | us THhhswenteng@eny o f
focuses on whatanhappen and what the reader needs to do so it will h&ppés forward

looking and positive.

In summary, effective communication requires the writer to anticipeenpal barriers between

him or her and the reader and then write in a way that gets through those barriers. The writer

needs to encode the message in a way that the reader can successfully decode it so the reader gets
the message the writer intends.
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Wordy Expressions

Business executives often state that conciseness is one ofghemportant writing principles;
conciseness is the opposite of wordiness. As a writer, you will achieve conciseness when you
say what you have to say in the fewest and the clearest possible words

In analyzing weak writing, we often notice such writing uses wordy expressions. Perhers

of weak passages feel that the more they say the more they know or the more the reader will
think they krow. Or perhaps such writers thitikat the more obscure their writing is, the more
profound their thoughts are.

Wordiness in writing is a &w of stylé& in how we say what we say. Perhaps wordiness is the

biggest obstacle to clear writing. To overcome that obstacle, we should learn to identify wordy
expresions in two respeadsexpressions used by other writers and expressions used by

oursehe s . When we can identify wordy expression
our own writing through the editing process.

As we edit, or revise, material to eliminate wordy expressions, we tend to do one of the
following three things with wordy gxessions:

1. Reduce the number of words used
2. Substitute a sigle word for a phrase or a familiar word for an uncomnvord.
3. Delete the extraneous words or phrases.

Knowing which to do is largely a function of recognizing the most frequently used wordy
expressions and of becoming familiar with the "feel" of wordy expressions. The key to editing
wordy expressions effectively is to question the value of every word or phrase in a sentence.
Ask yourself the following questions:

1. Is the word or phrase nesdl?
2. Does the word or phrase contribute to or interfere with the meaning?
3. Does the word or phrase add somethintheomeaning that another wordprase does not?

As you question each word or phrase, look carefully for wordiness in prepositional,ngerb, a
noun phrases. Look also for the unnecessary
adjectives and adverbs. Avoiding an uncommon word if a familiarord will do. And be wary

of euphemismg;lichés, idioms, and couplets. At times, you may havicdity classifying a

wordy expressiod for example, whether it is a wordy prepositional phrasedtiché The

important thing is that you recognize the wordy expression and substitute an expression that is
less wordy.

Examples of wordy expressions a@numerous that they could fill bookEhe ones that follow
are widely used and are reflective of those that might app@acamprehensive listing. The
suggested altertiges are not comprehensive in eveage but are reflége of the potential
revisions. Study the lists carefully to become familiar with each wordy expression and its
suggested revisions. The expressions are not prioritized by importance but are presented in
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alphabetical order. All of the expressions do not need to be avoidedrniestance; however,
those that follow are indicative of the wordy expressions we should try to avoid.

Prepositional Phrases

Look carefully at all prepositional phragebut especially those that are l@nghan two words.
A wordy prepositional phrase can usually be reduced to a single word or be deleted altogether.

For example:

Instead of
for the purpose of
for the most part

Use
to
chiefly, mainly, mostly

for the present, for the time being for now

go along with

in accordance with

in addition to

in all probability

in a position to

in attendance

in light of the facthat
in large part

in order for

in order to

in regards to, in respect to
in spite of the fact that
in terms of

in the amount of

in the event that

in the first place

in the meantime

in the near future

in the vicinity of

in view of the fact that
with referance to

with regard to

Verb Phrases

Many expressions we loosely call "verb phrases" are wordy. In wordy verb phrases, two or more

agree with, favor, support
according to, by, to
besides, beyond

likely, probably

able to, ready to

present

because, considering
largely, mainly, mostly
for

to

about, regarding
although, even though, though
by, for, in, of, regatding
for, of

if, should

first

meanwhile

soon, shortly

close by, near, nearby
because, when

referring to, about

about, concerning, regarding

words usually perform the wioiof one word. For example:

Instead of

add up

considering the fact that
cooperate together

Use

add, sum, total
because
cooperate
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divide up

extend an invitation to
figure out

get across

get in touch with

given the fact that

has got

has reference to

has the ability to

have a considerable impact
help out

hold a meeting

is an acquaintance of

is of the opinion

is concerned with

is knowledgeable in
pick up the phone and call
put pressure on
provided that

put in alphabetical order
reach a conclusion
reach an agreement
refer back

return back

to take this opportunity
to tell you the truth

wait around

want to have

divide

invite

decide, determine
convey,explain

call, phone, visit
because, considering
has

concerns, deals with
can, is able to
considerably impact
help

meet

knows

believes

concerns, deals with
knows, understands
call, phone

pressure

if

alphabetize
conclude, decide, resolve
agree, decide, settle
refer

return

[delete this phrase]
actually, frankly, truthfully
wait

want

Noun Phrases

Wordy noun phrases often begin with an article followed by a noun and thefvdrdother
instances, several words are usdgbn one or two words are sufficient. For example:

Instead of Use
course of action action, direction, strategy
place of employment business, firm, office

the completion of completing
the development of developing
the marketing of markeing
time of day time
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Extraneous AThat o

An extraneous word is a nhonessential vdorhe that can be deleted from the sentence without
affecting the meaning of the sentence. We can often delete thehaoirda sentene without

di storting the sentenceds meaning. Compare th
that
With Some writing authoritieeecommend that we deleiordy expressions.

Ms. Watkins thinkghat she will reacla decision by next Monday.
Without Some writing authoritieeecommend we deleteordy expressions.
Ms. Watkinsthinks she will reacla decision by next Monday.

Deciding whether to deletbatfrom a sentence is largely your option as a writer. However,
when you physically delethat, it is still part of the sentendemuch like the understoegbu
subjectin sentences such B® not overload this elevatofhat is, in most instances, a
dependent clause still exiéteven ifthatis not physically in the sentence:

Some writing authdties believe [independent clause] we should delete wordy
expressions [dependent clause introduced withralerstood thatised as a
subordinating conjunction].

In general, you can usually eliminate the extran¢batin the following situations:
1. Whenthatis used to introduce a dependent clause functioning as the object of a verb.

With Henry says that he is poor.
Without Henry says he is poor.

2. Whenthatis used to introduce a dependent clause stating a fact, wish, reason, or cause.

With Jack hopes that he will win the race

| wish that Jack had won the race.

Jack is glad that Jill thinks so much of him.
Without Jack hopes he will win the race.

| wish Jack had won the race.

Jack is glad Jill thinks so much of him.

3. Whenthatis used to introduce a dependent clause modifying an adverb or adverbial
expression.

With The homeless will sleep anywhere that they can.
Without The homeless will sleep anywhere they can.

4. Whenthatis used to introduce a dependent clause joinath i@djective subjective
complement.
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With Bonnie is positive that she is right.
Without Bonnie is positive she is right.

5. When the subject of a relative clause is different from the referent of the word or phrase
preceding the dependent clause.

With Carl has the novel that | was reading.
Without Carl has the novel | was reading.

6. When a sentence contains more thantbae

With | told Marshall that the guidelines that he prepared meet with my approval.
Better | told Marshall that thguidelines he prepared meet with my approval.

As your writing proficiency increases, you can make intelligent, wopgion decisions about
including or deleting the wortthatin a sentencdf you are unsure about any of the above
guidelines for when tdeletethat, read the sentence with and withthétincluded. You can
generallydelete the wordhat if the sentence makesense and reads smoothly with the word
deleted. Otherwise, you should not delete the wioa

Extraneous Adjectives and Adverbs

For forceful writing, writers sometimes couple adjectives and adverbs to nouns or verbs. The
result is wordy expressions such as the following:

Instead of Use
absolutely essential essential
basicfundamentals fundamentals
exact duplicate duplicate
exact same copy same copy
firm commitment commitment
first introduced introduced
general public public
general rule rule

honest truth truth

past history history
gualified epert expert
whole idea idea

Practice avoiding wordy expressiond See how the second sentence in each pair carries the

same meaning as the first sentence but avoids the underlined wordy expression that the first
sentence contains. A mo@ncise message is usually a more clear and direct message.

1. The report ifor the most partompleted.
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The report isnearlycompleted.

2. Because of the fact thahly four volunteers are here, the project is chatte
Becausenly four volunteers are here, the project is canceled.

3. The clothing store will close at 3 p.m.order totake inventory.
The clothing store will close at 3 p.to.take inventory.

4. With regard toyour request, yauorder will be sent tomorrow morning.
Regardingyour request, your order will be sent tomorrow morning.

5. Weextend an invitation tgou to attend our grand opening Tuesday, July 15.
We invite you to attend our grand opening Tuesday, July 15.

6. Refer backo page 14 for an example of fdlock letter format.
Referto page 14 for an example of fidlock letter format.

7. Please helm the development & moreeffective procestor setting up for conventions.
Please helm developinga moreeffective process for setting up for conventions.

8. Mr. Micals saidhathe appreciated the advice.
Mr. Micals said he appreciated the advice.

9. She gave me thlexact samminformation as Karen received.
She gave me theameinformation as Karen received.

10. That photograph of Maui is axact duplicat®f the one | have.
That photograph of Maui is@uplicateof the one | have.
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Ineffective Word Choices

Some words and expressions may not be wordy or lead to wordiness in a document but still not

be effective in communicating the writeros

of uncommoror difficult words, euphemismslichés idioms, coupletspominalizationsand
overused expressions.

Unnecessary Use dncommonWords

Nothing is wrong with using uncommon or difficwbrds. However, we can often communicate
better by usingamiliar words rather than uncommon ones, which ofterwarels with several
syl l abl es. Donét as s unsgllabjeavord, buabe waryeof/sech wouds, e
especially if you think yor reader might not understand thenrmdA/ou should be cautious about
replacinga familiar word with a multiplesyllable word. A list of multiplesyllable words with
their commorword substitutes follows.

Instead of Use
approximately about,roughly
facilitate help
notwithstanding despite
probability chance, likelihood, prospect
utilization (utilize) use
Euphemisms

We create a euphemism when we substitute an inoffensive phrase for sitkei@hoffensive.
Many euphemisms deal with sex or déatbpics that we often consider too delicate for
straightforward words. Others deal with expressions of politeness or dece¥yéioreed not
avoid all euphemisms; but we should avoid woedphemisms when a short expression will not
offend. For example

Instead of Consider using
advanced in years old
correctional facility prison
human resources employees, people, workers
negative feelings dislike, hate
succumb to injuries die
Clichés

A clichéis a trite or overused expression. Witdohésare initially coined, they may be
effective. However, they often become overused; andldse power when we rely on them
because we are too lazy to express thoughts without being wordy. For example:
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Instead of

all of a sudden

after all is said and done
as a matter of course

at the end of the day

as the need arises

as time goes on

at the present time
consensus of opinion
despite the fact that

due to the fact that

first of all

free of charge

from beginning to end

in a timely fashion

in all probability

it goes without saying that
it is imperative that

know for a fact

more often than not

out of the question

par for the course
regardless of the fact that
when all is said and done
whether or not

Use

suddenly

finally, ultimately
commonly, normally, sually
finally, in the end

as needed

in time, later, sometime
at present, presently
consensus

although, even though
because

first

free

completely, totally
promptly

most likely

clearly,

must

know

commonly, customarily, usually

impossible, unthinkable
typical

although, even though, yet
all in all, overall

if, whether

Idioms

An idiom is an expression that is unique to a language and that has little or no meaning on the
surfac@® especiallyto a person who is not familiar with the idiom. The literal meaning of an
idiom is often different from its actual meaning. Some idioms play distinctive roles by stating
cleverly what other words cannot, but many idioms are wordy expressions thatlsdould
avoided. For example:

Instead of Use

as a matter of fact in fact

bite a person's head off speak angrily
burn the candle at both ends work hard

by the skin of your teeth barely

day in and day out every day
down the road later

highand dry alone, helpless
high and low everywhere

in a nutshell briefly

in due time in time, someday, sometime
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let the cat out of the bag
on the part of

once in a blue moon
put on an act

putyour foot in it

see eye to eye

take offense to

the other side of the coin

up in the air

Couplets

divulge the truth

by

seldom

pretend

blunder

agree

resent

the other point of view
unanswered, unsure

One dictionary definition of aauplet is "two similar things.”" Under the umbrella of wordy
expressions, therefore, a couplet is two words that are connecaed that have one meaning.

We sometimes feel we can reinforce a meaning if we use two words for emphasis. The truth is

thatthe second word is usually redundant and adds no additional meaning. For example:

Instead of

above and beyond
anything and everything
bound and determined
calm, cool, and colkded
each and every

few and far between
first and foremost

hard and fast

here and now

hope and expect

if and only if

if and when

neat and tidy

new and innovative
one and only

one and the same
peace and quiet

pick andchoose

plain and simple
separate and distinct
then and only then

Nominalizations

Use

above, beyond

all, anything, everything
determined, resolved
calm, cool, collected
each, every, all

few, infrequent, scarce
first, foremost

firm, fixed, steadfast
now, presently, the present
hope, expect, trust

if, only if

if, when

neat, tidy

new, innovative

one, only

identical, one, the same
peace, quiet

pick, choose

plain, simple

separate, distinct

only then, then

When a verlor adjectiveis converted into a noun, the result is called a nominalization. Some

pepler ef er t o a

nali zation as a
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Verb Nominalization

determine determination
discover discovery

fail failure

intend intention
move movement
resist resistance

The most forceful sentence is typigadin activevoice sentence in which the subject performs
the actiorof the verb. Generally, writers who write the clearest sentences use action verbs to
express crucial actions and refrain from converting action verbs or adjectives into
nominalizations.

In the pairs of sentences below, the first sentence contains an underlined nominalization, and the
second sentence is a revision of the first with the nominalization removed.

1. Determinatiorof hiring policy takes place at the CHEvel of management.
The CEO level of management determines hiring policy.

2. Ourintentionis to survey all registered voters.
We intend to survey all registered voters.

3. Theappearancef Mr. Holden before the petitions committee was on April 10.
Mr. Holden appeared before the petitions committee on April 10.

Overused Language

When phrases or sentences are overused, they sound ingirggiral language personalized to
the situation willmake the messadeel more sincere to the readerd thus helfim or her feel
more connected to the message and the writer. A few examples of overused language with
potential personalized revisions follow.

Overused Feel free to call
Personalized Please calB01-0336247with questions or comments about the proposa

Overused | look forward to hearing from you
Personalized After | hear from you, | will finish preparing the kits for shipping.

Of coursepverusecexpressions can occasionally be used effectively; but usually, substituting

other, original language wiadd sincerity and credibility to what you say.

Practice avoiding ineffective word choiced See how the second sentence in each pair carries
the same meaning as the first sentence but avoids the underlinedtiaefivord choice or
choices the first sentence contains. A sentence with effective wording is more clear and concise.

65



. Utilizing your employee number wilhcilitate processing your order.
Usingyour employee number willelpin processing your order.

. After all is said and done¢he chairperson must take the proposal to the board.
Ultimately, the chairperson must take the proposal to the board.

. The meeting began a hdilbur latedue to the fact thatvo team leaders were late.
The meeting began a hdibur latebecausdwo team leaders were late.

. We need to knowhether or noyou agree with the proposal.
We need to knowhetheryou agree with the proposal.

. This problem comes ugnly once in a blue moon
This problermseldomcomes up.

. Be c aus e seeeyedoeymdthat point, how we will proceed is stiip in the air
Bec aus e aweondhatpant, how we will proceed is stilhcertain

. Janet wenabove and beyondhat she was required to do.
Janet wenbeyondwhat she was required to do.

. We are looking for aew and innovativenarketing idea.
We are looking for amnovativemarketing idea.

: Dondt speak aghewillbite ydurdhgadofft hi s aft er noon
Donét speak to ®©Obeishmatestandangrg aft er noon
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Biased and Discriminatory Language in Business Writing

You will be wise to write in such a way that you do not offend your readers by using language
that reflects gender bias or that shows bias based on age, disabilities, race or ethnic group, or
sexual orientation.

Gender Biasin Language

I n the 1970s, an abrupt change in writersoé ap
America. In many instances, new words or new uses for old words found rbotEness
communicationSuch words ashair, chairperson, firefighterandMs. were used to avoid sex
stereotyping. (Are all chairmen men? Are all firemen men? Do all women want to signal their
marital status through using fAiMrs. o or AMiIi ssoO

The trend toward nonsexist writing came about because of the inherent nature of tsle Engli
language. Structurally, English is one of the leastcascious languages. Unlike Rod,
German, Spanish, and other languagewgylish essentially lacks grammatical gender. Many
languages other than English commonly divide nouns among masculineiienand neuter
classes and require precise gender agreement of adjectives, pronouns, and verbs.

When you understand that | anguage is a |living
that writers today must avoid sexist writing to be acceptsitipely by society.

As you write, you will need to acquaint yourself with techniques that will help you recognize
sexist writing by other writers and also avoid sexism in your own writing. Sexist writing in
English comes from the stereotyping of maled temales through the generic use of the
masculine, singular pronouns; through the generic useafthrough the use of masculine
marker words; and through seale stereotyping in words and phrases.

Youol I have to deci desnmioyaurwriing. For exangpte, suchwoeds o i d i
asbrotherhood, craftsman, freshman, horsemanship, manpower, sportsmamghip
weathermamneflect masculinity. Does that mean you should avoid using some of these words or

all of these worhdw b ddeideovbetheranhote lcoyeshoyldoba 6 | |
personhole covepeoplehole covesewer lid or whatever. The guidelines that follow are safe
guidelines that give good advice about nonsex

about how far to gon achieving an appropriate balance between masculinity and femininity in
your writing. (Thanks to SoutWWestern Publishing Co. for much of the content about sexist
language that follows.)

1. Avoid sexismin writing by choosing one of the following alternatives to using the
singular, masculine pronounshe, him,and his.

1 Eliminate the singular, masculine pronouns

No Ifthe testis to be passed, the student must read his text, study his notes, ar get hel
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Yes If the test is to be passed, the student must read the text, study notes, and get help
from the teacher.

Use a plural pronoun
No  When a worker uses a company car, he must keep accurate expense records if he
expects to be reimbursed.

Yes When workers use a company car, they must keep accurate expense records if they
expect to be reimbursed.

Use genderless words
No  He will not receive the benefits to which he is entitatess he plans for the future.

Yes You will not receive the benefits to which you are entitled unless you plan for
the future.

Use job titles or functions

No  He cannot cope with 60 students in a classroom.
Yes The teacher camot cope with 60 students in a classroom.

Change the pronoun to an article

No  When an employee uses his personal vehicle .
Yes When an employee uses a personal vehicle .

Use the passive voice

No He should spend considerable energy convincing employees they should give up
smoking.

Yes Considerable energy should be spent convincing employees they should give up
smoking.

Use the personbés name

No  When thedistrict manager conducts exit interviews, he follows the guidelines in our
policy manual.

Yes When Nathaniel Bankhead, the district manager, conducts exit interviews, he follows
the guidelines in our policy manual.

Repeat the noun

No If the driver is intoxicated, he will undoubtedly be cited.
Yes If the driver is intoxicated, the driver will undoubtedly be cited.
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1 Include the feminine pronoun

No If the driver is intoxicated, he wilindoubtedly be cited.
Yes If the driver is intoxicated, he or she [ghe or h¢will undoubtedly be cited.

When including the feminine pronoun, be judicious in favoring neither the masculine nor the
feminine. For example, for evehe or shdor he'shg you use, include ahe or hdor she/hé
for equal treatment of the masculine and the feminine.

2. Avoid sexism in writing by choosing an appropriate alternative to the generic use of the
word man.

No  man, men, mankind
Yes human(s), person(gpdividual(s), people, humanity, human being(s), human race, men
and women, women and men

No The observant man wil |l be aware of neighbo
Yes The observant person will be aware of neig

3. Avoid sexism in writing by choosing approprate substitutions forman suffixes and
prefixes.

No  businessman, businessmen
Yes businessperson, business executive(s), manager(s), business leader(s), industrialist(s),
entrepreneur(s)

No  chairman
Yes chair, chairperson, presiding officer, group leade

No manmade
Yes handmade, machirmmade, manufactured, hatbdilt

No manpower
Yes human resources, workforce

No  salesman, salesmen
Yes salesperson(s), salespeople, sales agent(s), sales representative(s), sales force

No  spokesman, spokesmen
Yes spokesperson(s), representative(s), advocate(s), proponent(s)

4. Avoid sexism in writing by choosing appropriate substitutions for occupational titles
containing the suffixman.

No deliveryman, foreman, draftsman, repairman, salesman, servicgandman, etc.

69



Yes delivery clerk, deliverer, supervisor, drafter, repairer, salesperson, sales representative,
sales agent, yard worker

When the U.S. Government finally dealt seriously with appropriate substitutions for occupational
titles containingnan the entireDictionary of Occupational Titlebad to be rewritten. This
publication is an excellent source for suggestions about occupational titles that are not sexist.

5. Avoid sexism in writing by eliminating sexrole stereotyping in words and phrases.

1 Language that is demeaning or patronizing

No acted like a woman, woman driver, the weaker sex, weak sister, the fairer sex, man
sized job, oldmaidish, the little woman, the better half, etc.

1 Adjectives that unnecessarily identify gender

No femaledoctor, male nurse, male secretary, female driver, etc.
Yes doctor, nurse, secretary, driver

1 Nouns that unnecessarily identify gender

No coed, housewife, poetess, usherette, etc.
Yes student, homemaker, poet, usher

1 Male or female language thasexstereotypes jobs or roles

No  secretary .. she; nurse... she; receptionist . . . she; executive . . . he; attorney .
he; truck driver . . he; etc.

1 Adult feminine references that might be demeaning

No the girls, the females, thapposite sex, the fairer sex, etc.
Yes the women, the ladies

1 Feminine courtesy titles that might offend

Unless you know that a woman is married and prefers to be dattedr that she is single and
prefers to be calleMliss you should always udds. as a courtesy title. An alternate suggestion

is to avoid the courtesy title, particularly if you cannot tell from the name whether the person is a
man or a woman. You cannot assume the typical feminine or masculine spelling of a name (such
asMarian/Marion) is clearly associated with a woman.

Courtesy titles are particularly troublesome in busktetsr salutations. For example, if the

addresseeb6s name i s Mari an J dseaeMs, Joredh esedwr i t er
the addressee might berale. IfDear Marianis used, the addressee might be offended by the

70



first-name familiarity. The writer might ud@ear Marian Joness the salutation, but that also
might be offensive to the addressee.

One logical solution to potentially offensive satidgas is the simplifiedetter style(SeeExhibit
3.12. This style eliminates the salutation.

Practice Using Nonsexistanguaged Revise the sentences below to remove the sexist
language.

1. If an employee wants to attend the training, he must get written permission from his
supervisor.

2. The chairman of the publicity committee must find two businessmen from the community
who will speak in February to the coeds in the FBLA Club.

3. The bookcontains instructions for applying for a job as a draftsman, repairman, salesman,
or serviceman.

4. If any student driver speeds through the school zone, he will receive a $50 speeding ticket
and must give up his right to bring his car to school.

Answers to APractice Using Nonsexist Language

1. If an employee wants to attend the training, he must get written permission from his
supervisor.

(a) If an employee wants to attend the training, she or he must getnpermission
from her or his supervisor.

(b) If employees want to attend the training, they must get written permission from their
supervisors.

2. The chairman of the publicity committee must find two businessmen from the community
who will speak irFebruary to the coeds in the FBLA Club.

The chairman of the publicity committee must find two businesspeople from the
community who will speak in February to the ladies in the FBLA Club. (Would your
school consider the | anglbagentohbeFBERAI €t u

3. The book contains instructions for applying for a job as a draftsman, repairman, salesman,
or serviceman.

The book contains instructions for applying for a job as a drafter, repairperson,
salesperson, or serviceperson.

4. If anystudent driver speeds through the school zone, he will receive a $50 speeding ticket
and must give up his right to bring his car to school.
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(a) If student drivers speed through the school zone, they will receive $50 speeding tickets
and must give up their righto bring their cars to school.

(b) If any student driver speeds through the school zone, she or he will receive a $50
speeding ticket and will relinquish all rights to bring a car to school.

Language Bias Based on Age

Some languagecanbeonsi dered t o be bagaSomaworhsceuddnplp n a p
that the person being described is too young or inexperiemégdooold, feeble,or senile.

For children under age 12, thrdsgirls andboysareacceptableUsingyoung menor young
womenis appropriatdor youth ages 12 to 19. Using the weegnagercarries a certain bias.
People older than 19 should be referred tav@sen andmen

Most people findsenior citizento be biased languadgecause of its negativ®nnotationTo
some people, the terelderlyimplies feeblenes3.he termolder peoplealthough vague, implies
nothing negativeWhen referringo older peoplguse wordghatbetterdescribethe personor
group such as the followingetirees orpeople overesventy Never use negative terms such as
seniorsor old folks.

Unacceptable Jamie Lunas, an elderly woman in the neighborhood, walks two miles every day.
Acceptable  Jamie Lunas, a severygarold woman in the neighborhood, walks two miles
every day.

Language Biased Against People with Disabilities

Regarding disabilities, cafleqle what they want to be calletihe termgisabledanddisability

are preferred ovarippledor handicappedA disability is a physical qudli, whereas handicap
isalimitaton.Bef or e ment i oni ngnake supedhatsneniahiag the disahilibyi | i t y
is necessary. If it is natecessary to mention d mantion it at allWhenappropriateuse

fipositive"terms such aghysically challengedr differently abledInstead of sayinthey are

heart attack victirg saythey arepeople who have heart attacksvoid termssuch aspecia or
challengedunless theerson or group of peoppeefers this terminology

Typically, you are better offisng terminology that treatsmdllnessor adisability neutrally
rather than negatively.

Unacceptable Acceptable

confined to a wheelchair uses a wheelchair

dying from cancer living with cancer

suffers from diabetes is diaketic

stroke victim, AIDS victim stroke patient, person with AIDS

blind person, deaf person samipgired person, heariAigipaired person
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Unacceptable Donald Kearnsa deaf studerdt Freedom Academywon t he AFun Runo
record time

Acceptable  Donald Kearnga studenat Freedom Academwon t he AFun Runo i
time.

Unacceptable Lynette Agues, who suffers from diabetes, was nominateepresent
Cumberland Countgn the State Health Commission.

Acceptable  Lynette Agues, who is diabetic, was nominated to represent Cumberland
Countyon the State Health Commission.

Language Based Against Racial or Ethnic Groups

Racialor ethnicinsults arenever acceptable in businegsting. Howeversomeexpressionare
most acceptable for identifying specific racalethnicgroups.Some guidelines for referring to
various racial and khic groups are given here.

Asian or Asian Americanis preferredrather tharOriental. Most Asians refer to themselves
based onheir country of origin(ChineseAmerican Japanese American

Black or African Americanis preferred rather thaNegroandcolored The phras@eople of
color is sometimes used to include other racial groups

Hispanicor Latino/Latina is preferred for people of Latin America decent. Some Latinos also
refer to themselves based on their country of oriGub@n American, Mexian American).

Native Americanis preferred rather thandian. Some Native American®fer tothemselves as
a member of apecific tribe or tribegShoshonj Cherokeg.

Language Biased Against Sexual Orientation

Biased language against people bseanf their sexual orientation is not appropriate in business

writing. Ty pi cally, a personés sexual orientation s
mentioned, the following guidelines are suggested:

Use he termsexual orientationratherthan sexual preference
Use the termiesbiansandgay menrather tharhomosexuals.

Discussion ofh  p e rmardgahsfasiss not appropriatenless legal marital relationships are the
subject of the writing. Marital status not a good indicator of cohgdiion (married couples may
be separatedndunmarried couples may live together), sexual activity, or sexual orientation (a
person who is married may be in a gay or lesbian relationship with a partner). Furthermore,
describing people as either married or single renders lesbians, gay men, anal pesesans as
well as heterosexual people in cohabiting relationships invisible.
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Paragraph Unity and Coherence

As readers, we are accust ontehdu ntkos or eoafd iinngf,o rdmagt
chunks are presented to us through individual sentences and then in paragraphs. Whether
consciously or unconsciously, the periods at the ends of sentences and the formatting that signals
the end of a paragraph cause us tolredmsure, store the information, and open a new storage

area in our minds to receive the next chunk of information.

As writers, we should present the Achunkso of
consumable sizes.

If a sentence is to@hg, a reader may have difficulty digesting and therefore understanding
everything it contains. | f the sentence is #fg
punctuation errors, a reader may agai.n have d
Likewise, if a paragraph is too long or is structured improperly, a reader may have difficulty

digesting the patar a p h 6 s ¢ o nt anddrstaadmglits mdssagee f or e

Fundamentally, a paragraph should be written so it reflects both unity and ceherdhc

requires the sentences of a paragraph to relate to a single main idea that is developed in a
paragraphCoherenceenables the reader to progress from sentence to sentence in such a way
that one sent ence ntdwitoawmsninum of distractom ot her sent e

If a paragraph reflectsnity, each sentence helps develop a central thoughtwhich the

paragraph deals. The central thought is stated in a topic sentence, and every other sentence is
related to the topic senter@ceesulting in a unified whole because of the oneness of the parts
(the sentences) with the whole (the paragraph).

If a paragraph reflecisoherencet he sent ences fAstick togethero |
connectedThose connections are made throughue of transitional words and phrases that

cause the sentences to coldece to stick together. As a result, one sentence flows into another

so the reader clearly sees the relationship of each sentence to the others and the relationship of all
the sentence® the paragraph as a whole.

As you work withunity andcoherencen your writing of paragraphs, keep the following things
in mind:

1. Short paragraphs may indicate inadequate development, but they also can be very effective in
a written pesentation. Nothing is inherently wrong with short paragraphs as long as they
contribute effectively to theoherenceof the entire written presentation.

2. Onesentence paragraphs are often very effective because of their effectiveness in helping
with coherencebetween paragraphs or their usefulness in giving special emphasis to their
content.

3. Long paragraphs tend to lose the reader because he or she is expected to consume too much
information before reaching closure and starting anew. In additiog paragraphs
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frequently violate the principle afity because more than one unrelated idea tends to be
included in a long paragrapim general, a paragraph that is longer than about ten lines may
be in danger of losing the reader because the paragréreguently lackunity .

4. A well-written paragraph typically contains a topic sentence that presents the central thought,
or main idea, of the paragraph. The topic sentence is most often the first sentence in the
paragraph and establishes tdomtent unity parametersfor the rest of the paragraph.

Sometimes the topic sentence is given at the end of the paragraph, especially if the writer
needs to move from particulars to a generalization.

As a writer, you will know that a paragraph has coherence relaonships among ideas are

clear and if the progression from one sentence to the next is easy for your reader to follow. You
will achieve coherence if you arrange ideas in a logical order and if you use appropriate
transition between sentences and betwgaragraphs. Pronouns, conjunctive joiners, transitional
words and phrases, and parallel constructions all contribute to good coherence.
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Transitional Words and Phrases

Below are words that can be used to make a transition from one thought to another in your
writing. These words show relationships between ideas and help clarify the overall message.

The transition word you choose will depend on the type of shift you are making, whether it be
adding to or comparing new information with information you have already stated, showing
comparison or contrast, or making some other kind of shift.

Words That Show Addition

again equally important in addition next
also finally last nor
and then further likewise thirdly
besides furthermore moreover too

Words That Show Comparison
better yet in like manner similarly in the same manner
here gain likewise still worse the same

Words That Show Contrast

nevertheless in a different vein despite finally

and yet notwithstanding although differently

at the same time  on the other hand in contrast in contrast

but on the contrary conversely yet

however still in the first place in the second place

Words That Show Place
adjacent to here on the opposite side
beyond nearby opposite to

Words That Show Result
accordingly consequently therefore thus
as a result hence thereupon

Words That Show Summary

as has been stated in brief on the whole as | have said
in other words to be sure for example in short

to sum up for instance in summary in conclusion
Words That Show Time

afterward furthermore previously at length
immediately soon briefly in the meantime
specifically during meanwhile then

following next while not only

Some material adapted from Murphy and HildebraBtfgctive Business Communications
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The Five Cs of Effective @mmunication
The process of rewriting can be centered around what can be referred to as the Cs of effective
communi cati on. From the foll owing discussion
gred deal of time.
As you review your document in the rewriting stage, ask yourself the following questions.

Is the messageorrect? This area involves checking spelling, grammar, and punctuation as well
as correctness of content, statistics, sources, etc.

Is the messageear? This area is concerned with vague wording, unclear references, and
confusing ideas. Reordeg of information may improve the overall flow of the message, or a

simple word change may i mprove the tone. As
the right word and the almost right word is like the difference between the lightning bugeand th
l' ightning. o Il n other words, close but not qu

check for a personal and conversational approach. Would you use the same wording if you were
talking with the person? Stilted, outdated language will netdiereceived in most instances.

Is the messageomplete? Be sure you have not left out important ideas. You want to be sure
your reader does not have more questions after reading the message than before.

Is the messageoncis€® Can you make the message shorter by omitting unnecessary wordiness?
Generally people react more positively to a short message and are more likely to read it

completely than a longer one (as long as completeness is not sacrificed). Asswdarkvas
submitting one of his books to his publisher,
this manuscript. I f 1 had had more ti me, I w
message may have a greater effect than you eveglih possible.

Is your messageonsiderate? Check for any biased language, and make sure you have followed
through with the you attitude. Avoid negative language as much as possible. Many times you
can present negative informatiomw hout actwually saying Ano. O

Now consider the overall document. Is the format of your document correct, and does the
message present a positive image of you and your company? Just as a person makes a first
impression that is difficult to change, armgnemunication also leaves a lasting first impression.

After you have revised your document accordin

someone else read the mesgagemeone you trust to give you an objective reaction to the
document. Someitg that seems clear to you may not be to someone else.
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Writing Effective Sentences, Paragraphs, and Complete Documents

The guidelines below will help you create effective sentences, paragraphs, and complete
documents.

Considerations in Writing Effective Sentences

1.

To emphasize an idea:

S@~oo0oTp

—
@)

PO T®

Use active voice.

Use positive words.

Use short sentences.

Avoid expletives.

Place the important idea first or last in the sentence (first is more emphatic).
Repeat keyvords.

Use specific, concrete words.

Use mechanical means such as boldface type, underlining, color, etc.

make a negative idea seem less negative:

Use passive voice.

Use positive words.

Use complex or compourtbmplex sentences.

Place the important word or phrase in the middle of the sentence.
Place the sentence in the middle of the paragraph.

Place significant ideas in independent clauses anigstgicant ideas in dependent
clauses.

Put closely related words togeth

a.
b.

Place modifiers close to the words they modify.

Be sure the subject of the independent clause also fits the introductory phrase.

Express ideas of the same relative importance in similar form; use parallel
construction.

Achieve variety byarying the lengths of sentences. Try to keep the average

sentence length between 15 and 20 words. Consider dividing longer sentences in

two.

Considerations in Writing Effective Paragraphs

1. Keep first and last paragrapimsa letter shortfrom one to four lines if possible.

Keep the average length of others from 4 to 5 lines; 8 lines may be too long. Keep
the average paragraph in a report between 6 or 7 lines; 12 lines may be too long.
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Use a direct format to exprepositive or neutral ideas: Use an indirect format to
express negative or persuasive ideas.

Use topic sentences to begin paragraphs, and then add related sentences.
To achieve paragraph coherence:

a. Repeat key ideas or key words.

b. Use pronous that refer clearly to their antecedents.

c. Use transitional expressions.

Write concise paragraphs by avoiding unnecessary words, phrases, and sentences.

Considerations in Writing Effective Documents

1.

Keep the readability levelppropriate for the audienddse familiar words and short
sentences for lowdevel readers.

Use variety in sentence length and structure.
Check carefully for correct grammar, spelling, and punctuation.

Make effective use dhe five Cs of communication: Be sure the document is
Correct, Complete, Clear, Concise, and Considerate.
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Section 3 Business Correspondence

Formattin g Business Correspondence

Letters, memorandums, and emails may contain the same information but are unique in the way
each document type is formatted. Letters are ffmraal documents that atsually written to

an external audience (readers outside the organization), and memos are informal documents that
are usually written to an internal audience (readers inside the organization). Emails are sent to
internal and external audiences; the forofagmails varies depending on whether the audience is
internal or external and even more on how informal or formal the message is. The following
guidelines will help prepare you to format letters, memos, and emails successfully.

The Components of aBusiness Letter

Businessworld practices have for decades required that business letters be formatted in
conventional ways. Businesspeople normally and naturally expect their own letters and the

letters written by other people to reflect the commonlyfedd conventions of formatting. If the
conventions of formatting are not followed pr
response from the reader are probably lessened because the credibility of the writer might be
affected negatively.

Thefirst step in your understanding the formats of business letters is to understand the common
components of business letters. Tnenary components are the following:

Letterhead or return address
Date

Inside address

Attention line

Salutation

Subject line

Complimentary closing
Signature line

Reference initials
Enclosure/attachment notation
Copy notation

Too Too Too Too Too oo oo oo oo o o

Additional components that might be included in a business letter are a personal notation, a
confidential notation, a company signaturee| a filename notation, a delivery notation, or a
postscript. These components will not be covered here but can be reviewed in a reputable style
guide. Some variations in letter formatting from the traditional guidelines presented here are
acceptable.
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Exhibit 3.1 shows a business letter containing all the above components except an attention line.
Individual situations will dictate which of the above components should be included in a letter,
whether some of the components are not necessary, or whether adddarapahents not listed

are required. Look dxhibit 3.1 as you read about the above components and their purposes in
typical business letters.

Letterheadd A company or organization typically prints its business letters on specially

designed stationery that is calletterhead stationeryThe minimum requirements for a

letterhead are the name of the company or organization, its address, and its phone number
Depending on the needs of a company or organization, the letterhead may also include such
things as a fax number, an email address, an Internet URL, a cable address, names of appropriate
personnel, a picture or logo associated with the company or catjanizor an advertising

slogan.

The layout of the letterhead may be done by a professional layout artist. However, with the
extensive software available today, a company or organization may format its own letterhead and
either print a supply or invokeefstored file for the letterhead when a letter is prepared.

Abbreviations should not be used in a |letterh
organi zationds name or that represent a state

If a company or organitian uses a post office box number as its primary mailing address, the
letterhead should also show a street address as well. The Post Office will then know where to
direct ordinary mail; and other delivery organizations, such as UPS or Federal Exptess, wil
know where to deliver other kinds of mail.

You can create your owpersonal letterheadto use with personal business letters dhw

personal letters of any kiddseeExhibit 3.14. The contents guidelines for personal lettadse

are the same as for business letterheads, with the personal name substituting for the business
name.Exhibit 3.15 contains samples of personal letterheads.

If a business or personal letterhead is not used, a return address should be includettén. the |

The return address includes the name and address of the sender and is placed immediately above
the date. SeExhibit 3.13 for an example of a personal business letter with no letterhead but

with a return address included. Be aware that a perkzitealis more professional looking if it
carries a personal |l etterhead; the | etterhead
of the content of the letter.

Dated Letters araalwaysdated because business practices aretatgyiassociated with dates.

The dates for business letters are almost always formatted in the sequence of month, day, and

year (for example, February 12, 20xx). Some organizations, such as the U.S. military, format

dates in the sequence of day, month,psredlar (12 February 20xx). With
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Exhibit 3.180 The Common Components of a Business Letter

[Letterhead] Century 21 Computer Systems
120 East 170&outh, Provo, UT 84601 Fax: BP22' 0577 Email: c21lcs@aol.com

[Double space between the letterhead and the date for a letter longer than one page. For a
onepage letter, the space between the letterhead and the date shoulthegg@ace from
the last typed information on the page to the bottom of the page (vertical centering]

June 5, 20xx [Date line]

[vertical spacing=quadruple spacehreeblank lines]

Ms. Wendy R. Taylor[Inside address]
475 East 900 South
Salt Lake City, UT 84111
[double spacesneblank line]
Dear Ms. Taylor: [Salutation followed by body]
[double space]
Subject: Your Application for a Sales Position with CCS[Subject line]
[double space]
Thank you for sending your resume and reqtasa sales position in Utah Valley with Century
21 Computer Systems (CCS).
[double space between each paragraph]
Currently, no openings are available in Utah Valley, but we do need a sales representative in the
Ogden area. The person who is hired fos gosition will be responsible for the supervision of
all sales in northern Utah, including Ogden and the surrounding area, Brigham City, and Logan.
If you want to be considered for this position, please complete the enclosed application and
return it to ne.

When we receive your application, it will be filed with your resume. Applicants will be
interviewed for the position on June 21 and 22. When you return your application, please let me
know whether you prefer to meet with me at 3 p.m. on June 21 o22une

| look forward to hearing from you.
[double space]
Sincerely yours,[Complimentary closing]

[quadruple space]

Thaddeus R. Fullmer{Signature line]
Sales Manager
[double space]
heb [Reference initials]
Enclosure: Application Form[Enclosure notation]
Copy: Dale Workman[Copy notation]

82



choose the sequence you prefer for dates, although most of your readers will probattiycexp
see the sequence mibnth,day,and year.

The date is not part of the letterhead, so the date begilettdre Most commonly, a quadruple
space is used following the date, leaving three blank lines between the date and the inside
address that follows. A triple space may be used here, but it should be balanced with a triple
space in the signature block below

Inside Addres® The inside address for a letter to an
name of the person to whom the letter is being sent, (2) the location to which the letter is to be

sent (the street address, the poBtefbox number, or other location information), and (3) the

city, state, and ZIP code.

The inside address for a letter to a company or organization should include (1) the name of the
specific individual who should get the letter (if the letter is adékess a specific individual),

(2) the name of the business or organization, (3) a street address or a post office box number, and
(4) the city, state, and ZIP code.

The following points are appropriate considerations for inside addresses, depending on
individual needs or situations:

Alf a letter is addressed to a specific indiyv
title and department (if known) should be included.

Alf an addresseeds title is verfeshoddtesseems
or the addresseebs department. However, an a
same |ine as the name of the addresseeds con

A If the name of a specific individual in a company or organization is not kritbemside
address can contain a generic title to cover the needs of the inside address (for example,
Director of Marketing.

A Courtesy titles are commonly used before the name of a person in an inside address. In most
situations, the courtesy titles Wfr. for males ands. for females are used. Individual
situations may suggest other courtesy titles (suddras’rofessorpor The Honorablg

A The courtesy title oMs. should always be used for women unless the writer knows a woman
prefers another cowsy title, such asirs., Miss, Dr., Professogtc.

A Occasionally, a |l etter cannot be sent to the
directed to a third person who will see that the addressee gets the letter. In such instances,
care ofor c/ocan be used (for exampldy. Edward Chidester, c/o Ms. Dorothy Jondte
thatc/o stands foin care ofand that the percent symbol (%) is not the santéoas
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A The name of the addresseeos lioebpiseafnftheor or gan
name of a division or a department must be included, it should precede the name of the
company or organization.

A The city, state, and ZIP code are always placed on one line immediately following the street
address.

A Forinsideaddress questions beyond those reflected in the above directives, writers should
consult a reputable style guide.

Salutationd The wordsalutationis derived from the wordalute A salute is used as one way of
showing respect, coiesy, or goodwill to someone. Therefore, a salutation in a letter is an
expression of greeting, respect, goodwill, or courtesy and has traditionally been a part of the
modern business letter.

However, some writers think the salutation is outdated. Gnaétref such thinking is the
simplified letter that eliminates the salutation and replaces it with a subject linEx&Sied
3.12).

A salutation is formatted a double space below the inside address or a double space below the
attention line (if one is used). A writer has the option of using a colon following the salutation (a
reflection ofmixed punctuatiod SeeExhibit 3.9) or no punctuation following the salutation (a
reflection ofopen punctuatiod SeeExhibit 3.10).

By definition, mixed punctuatiomequires a colon following the salutation and a comma
following the complimentary closingdpen punctuationon the other had, requires no
punctuation following the salutation or the complimentary closing. Mixed punctuation is used
much more frequently than open punctuatiarformal business letters, a comma should

never be used following the salutation.

Keep the followingadditional information about salutations in mind:

A The courtesy titledr., Ms., Mrs., MessrsandDr. are abbreviated. All other titles, such as
ProfessorandThe Honorableare spelled out.

A The spelling othe surname in a salutatishouldmatch the spelling in the inside address.
However,avr i t er who knows the addressee well <can
name or a nickname in the place of a more formal salutation.

A In salutations involving two or more peopémdrather than te ampersand sig&{ should
be used.

A Writers should avoid any potential use of sexist language in salutations. For example,
Gentlemershould be used only if the writer clearly knows that the letter is addressed to and
will be read by males onlyhe saluationTo Whom It May Concershould generally be
avoided as it is too impersonal.
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A If the gender of the addressee is not known, the writer should take one of the following
courses of action to avoid the possibility of offending the addressee through the salutation:
(1) use a simplified style that does not require a salutation; (2) @ilycdetermine whether
the addressee is male or female so an appropriate courtesy title can be used; or (3) use the
given name and surname without a courtesy title; for exapla; Jan Freeman | n t oday 6
world, the outdated, stilted salutationdd®ar Sir or Dear Madamshould not be used.

An appropriate style manual should be consulted by writers who need additional information
about salutations, including appropriate salutations for officials, dignitaries, and military
personnel.

Subject Lined A subject line is optional in all letters except those formatted with the AMS
simplified style. A subject line is considered to be part of the body of a letter and is used to help
the reader know the content of a letter before reading tiee. lKeep the following information

in mind as you deal with subject lines in letters:

A A simplified letter style requires a subject line in place of the salutésenExhibit 3.13.
For simplified letters, the subject line is formatted in solid capitals at the left margin with
either a double space before and after the subject line or a triple space before and after the
subject line. The wor&ubjectis never used with a subject limea simplified letter.

A In all letter styles except the simplified style, a subject line is formatted between the
salutation and the body. A subject line is normally formatted at the left margin, although it
can be centered for special emphasis.

A Subjet lines may be formatted in uppend lowercase letters or in solidapital letters
(except for subject lines in simplifigdrmat letters), although sokchpital letters are not
preferred because they are harder to read than mixed capital andésvatters. Bolding
the subject line helps it stand out better in-bitick, modifiedblock, and simplifieestyle
letters and is preferred.

A Normally, the ternBubject:or Re:precedes the actual subject, but such terms may be
omitted.

Body (Messaged The body of a letter or a memorandum contains the message of the letter,
which is determined by the circumstances associated with the letter.

The body begins a double space following the salutation or a double space following the subject

line (if a subject line is used). In almost every situation, the body of a letter is single spaced with
double spacing between paragraphs. The paragraphs of the body are blocked at the left margin,

or the first line of a paragraph may be indedtetgpendingonite wr i t er 60 dlock hoi ce ¢
(Exhibit 3.7) or modifiedblock Exhibit 3.10andExhibit 3.11) style.

1. Full or left justification d You can choose betweéull justification andeft justification.

With full justification, all conplete lines end at the right margin (€edibit 3.9). Depending on
the font used, the software will automatically adjust the space between letters or words; however,
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sometimes the adjusted spacing is distracting when it is too spread out or two crovtdéeelt W
justification (sedexhibit 3.8), a ragged right margin reswtsometimes to the point that the
noticeably ragged margin is distracting to the reader.

Choosing between full Jjustification and | eft
However, some studies have shown that material with a ragged right margin is easier to read than
material with a fully justified margin. Full justification is used generally with rformal

documents.

2. Widow/Orphand By sheer numiye most letters and memaos require a page or less of writing.
Letters and memos of two or more pages require special formatting for second and succeeding
pages.

If a letter or a memo requires two or more pages, you should not divide a short paragraph (one
with only two or three lines) at the bottom of a page because doing so will result in weak access
to the full content of the short paragraph. Moreoyeu, shoutl always leave at least two lines of

a paragraph at the bottom of one page and carry over at least two lines to the top of the next
page.That is, you should not format a businessnmunication paragraph that create®grhan
(printing the first line of amew paragraph as the last line on a page)adaw (printing the last

line of a paragraph as the first line of a new page). Good software will enable you to turn on the

Awi dow/ orphan commandod to automaticalpley avoid
page written presentations.

3. Quotation®d Quoted material in letters and memos requires special formatting. If a quotation
requires three or fewer I inesndaastior$s Qgobegt

text and is set off with double quotation marksa guotation requires four or more lines (a long
guotation), it is set off from the text so it appears by itself, it is indented one tab stop on the left
and right (known as th@oubleindent featuren software packages), and it is not enclosed in
guotation marks. Long guotations are single spaced with double spacing between paragraphs.
SeeExhibit 3.6 for examples of a short quotation and a long quotation.

4. Graphics®d Tables or dter graphics that are used to support the message of a letter or a

memo may be formatted as part of the body or enclosed or attached as a supporting enclosure or
attachment. When a table is formatted as part of the body, the table should be centered
horizantally between the left and right margins and should not extend beyond the left or right
margins. If the table will not fit between the margins, it should be formatted as an enclosure with
or an attachment to the document. Typically, a triple space ise$exk and after a table that is
formatted as part of the body, although a double space could be used if vertical space is an issue.

5. Listsd A listis single spaced and is preceded and followed by a double space. If a list is
indented, tiis typically indented one tab stop from the left but can also be double indented (one
tab stop on both the left and the riglixhibit 3.2andExhibit 3.3 showsuitable formatting for
items in a list in the body of a lettenemoor other business docuant

You may want to number the items in a list. When items are enumerated, they are aligned on the
period following the number (or alphabetic letter if letters rather than numbers are used). If an
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item requires more than one line, the hangmagented stle should be used so that all lines are

aligned with the first word in the line above. Or the second and succeeding lines may be carried
back to the left margin. The typical software default for spacing following the numbers or letters

in an enumeratedst is 1/2 inch, so you should reduce that space by setting a tab about two

spaces to the right of the period following the number or letter.

Exhibit 3.2 andExhibit 3.3 show correct formatting for enumerated or bulleted items in a list

when paragraphg@blocked at the left margin.

Exhibit 3.2
Formatting for Items in a Bulleted List with Blocked Paragraphs

When you are ready to design your questionnaire, | suggest you contact the following
individuals for assistance:

1 Helen Lisonbee, managef information systems
1 Geneve White, director of print services

After you have prepared the initial questionnaire, | will call the following professors and
arrangements for their assistance in refining it:

1 Dr. Henry Stocker, professor ofganizational leadership. Utah State University, Loga
Utah
1 Dr. Shirley Summerhays, professor of business, Utah Valieyersity, Orem, Utah

| wish you well in your endeavor and promise you my full support throughout the project
Please feel free to ebk with me if you have needs of any kind.

If paragraphs in the body of a let@rother business documenre indented, the enumerated

items in a list can be indented as separate paragraphs or can be indented one tab stop as shown in

Exhibit 3.4.

Exhibit 3.5 shows anncorrect way of formatting enumerated items when paragraphs are

indented. Notice that in this exhibit, the numbers are not indented and too much space is left

between the numbers and the text. When the number and the text are ddpyat@emuch

space, the numbers tend to fAiget | ostodo and

three spaces should be left between the number and the text.

Rather than use numbers for an enumerated list, a writer may choose to usdbfdletthe

ar

items in a list. Similar formatting procedures are followed for both enumerated items in a list and
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for bulleted items in a list. The typical software default for space following a bullet is 1/2 inch,
so you should reduce that space by setiteo about two spaces to the right of the bullet.

Exhibit 3.30 Formatting for Numbered Items When Paragraphs Are Blocked

After reviewing the facts of the situation you described in your letter, | think we have twq
possible courses of action follow:

1. Accede to the City Council ds reco
parking lot at the south Provo location.

2. Move ahead with plans to sell the Provo property as soon as possible and purchasg
north Springville property.

Exhibit 3.40 Formatting for Enumerated or Bulleted Items
When Paragraphs Are Indented

After reviewing the facts of the situation you described in your letter, | think we hz
two possible courses of aati to follow:

1. Accede to the City Council ds r
the parking lot at the south Provo location.

2. Move ahead with plans to sell the Provo property as soon as possible and
purchase the north Springville property.

Exhibit 3.50 Incorrect Formatting for Numbered or Bulleted Items
When Paragraphs Are Indented

After reviewing the facts of the situation you described in your letter, | think we ha
two possible courses of action to follow:

1. Accede to the City Council 6s
parking lot at the sobtProvo location.

2. Move ahead with plans to sell the Provo property as soon as possible and purchd
north Springville property.

88



Complimentary Closingd A complimentary closing is so named because it expresses the
writer 6 s regard for the reader; in other words
regards for the reader. I't has al ways been
the simplified letter style eliminates it because some writerda®mis outmoded and trite.

In all letter styles except the simplified style, the complimentary closing is one of the
components of theignature blockwhich most commonly consists of the complimentary
closing, the si gnat ulrheesigraturel@dock insthe dimgliflecestyler i t er
consists of the signature | ine and writeros
The complimentary closing is formatted a double space below the last line of the body of a letter
and is blocked at the left margin for the flbck style angositioned about the horizontal

center point for a modifietlock style.

As explained earlier, a comma follows the complimentary closing if mixed punctuation is used.
If open punctuation is used, no punctuation follows the complimentary closing.

Only the first word is capitalized in a complimentary closing. The most commonly used
complimentary closings are the following:

Sincerely,
Respectfully,
Regards,

A writer may choose to use an informal closing phrase, su#¥ithsvarmest regardss a
complimentary closing. A writer can also use a complete sentence as a form of complimentary
closing, such aSee you at the Winter Olympids such situations, a period is used following the
informal complimentary closing if the closing isentence. Stronger punctuation, such as a
guestion mark or an exclamation point, can also be used following an informal complimentary
closing expressed as a sentence.

Signature linea nd Wr i t @& Thé sgnafuretine s normalfgrmatted a quadruple space
below the complimentary closing. The signature line contains the printed name of the writer
because writers often use signatures that are difficult to read. The writer signs his or her name
above the signature line to authentiicand give credibility to the message. The amount of space
before a signature line can be decreased by one line if the writer is trying to conserve vertical
space. The amount of space can also be increased if the letter is running short or if a dsiter ten
to write a large signature. In any of these situations, the size of the signature should generally fill
the space provided for the signature.

The writerbés title immediately follows the
on the ame line as the signature line with a comma separating the signature and the title. If the
title is long, it should be formatted on a separate line.

The signature | i ne a signatwe blotkin théfaltblockand e ar e p
modified-block styles, the signature block typically consists of the complimentary closing, the
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signature |line, and the writerds title. I n th
signature line and the writeroés title.
Additional guidelines fortheginat ur e | i ne and writerds title a

1 The title ofDr. should never be used before the name in the signature line. If a writer wants
to be addressed 88., he or she should use an appropriate academic degree after the
signature line (such aerold Harvey, M.Dor Margaret Christensen, Ph.D.

1 A writer who wants to be addressed by a title of academic or military rank should show that
preference by formatting the title after the signature line or on the next line. For example:

Thomas LKirkham Marilyn V. Burgess
Major, USAF Professor of Management Communication

1 The titlesMr., Mrs., Ms., or Missare not ordinarily included as part of the signature line.
However, a reputable style guide can be consulted for exceptions to this guinlekitzess
situations such as the writerods name&impot i nd
Chris, Lynn); the writer uses initials in place of a first and middle name (subh asPerry);
or the woman writer prefers a specific courtesg ther thamMs.

1 If two or more people must sign a letter, an attractive, functional format should be used so
the signers have adequate space to sign their names above the appropriate signature lines.

Reference Initial®d Referemre initials are used for several purposes but are most often used to
identify the person who word processed and printed the letter or dnenuase an issue arises

at a later date in connection with the people responsible for the letter or menkx(8ee 3.9).
Therefore, reference initials are typically useful only to the company or organization in which
the letter or memo originateReference initials need not be used with personal business
letters or with letters the writer word processes and prints hinself or herself.

Reference initials are formatted at the left margin a double space below the last line in the
signature block. General guidelines for their formatting and use are as follows:

1 Lower case or upper case or a combination of the two can be used for reference initials (for
example, if we assume thigliarilyn Owen Stephensord processed the document, then the
reference initials can bmosor MOS;if Kyle Dexterword processed theodument, then the
reference initials can ded or KD.

1 The reference initials sometimes contain the initials of the person who wrote the letter or
memo as well as the initials of the person who word processed it. In such instances, the
initials of the wrier typically precede the initials of the person who did the word processing;
for example, if Tom Kingston Stoddard wrote the document and Carol Redding word
processed it, the reference initials at the end of the document would be formatted as tks/cr.
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1 If aletter is written by someone other than the person who signs it, this action can be
indicated through the reference initials.

Enclosure/Attachment Notatiord Letters and memos frequently contain references to items

that are enclosed with or attached to the letter or memo. An enclosure notation is commonly used
if items are enlosed with the letter or meman attachment notation is used if items are attached

to the letter or memo.

The enclosure/attachment notatiorgorated for the benefit of the person who folded the letter

or memo and put in an envelope. By glancing at the bottom of the letter or memo to see if
something should be enclosed or attached, the person doing the folding and inserting is able to
verify quickly that something must be included with the letter or memo.

A simple reference to the enclosure or attachment can be used, or the notation can specifically
name the item to be enclosed or attached. Many styles are used for enclosure/attachment
notations such as the following:

Enclosure Enc. Enclosures 2
Attachment Att. Attachments 2
Check enclosed Enc. 2 Att.: Check for $500

Copy Notationd A copy notation informs the reader that one or more other people will also be
given a copy of the letter or memo. Before the advent of word processing, the caitiedse

used to significarbon copy Some style guides maintain tleatis still appropri#e to indicate
copies much likepp.is used to indicatpages On the other hand, other style guides maintain
thatccis outdated because additional copies are routinely printed or made through a copy
machine. In any eventgcis still widely used. A legimate notation rather thartis the words
copyfor one person azopiesfor plural situations.

The copy notation is formatted at the left margin following the enclosure notation or the
reference initials, whichever comes last. Some examples of cofionstare the following:

Copy: Jack Howard cc: Jack Howard
Copies: Melba Jackson cc: Melba Jackson
Ronald Broderick Ronald Broderick

Occasionally, a writer might want to send a copy of the letter or memo to another person without
the addresseebd6s knowing the otbimécopypmatationson has
used to describe this process, aod used foblind copy When a blindcopy notation is used,

the writer prints a copy of the original without the bhoaby notation and then prints another

copy containing the blinrdopy notation.
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Traditional Formats of Business L#ers

Businesdetters may be prepared in any one of four traditional foidnil block, modified

block, simplified, and personalusinesdetter formats. Variations of these formats are

commonly seen in business correspondence. However, the starafditohrial formatting of

each of these styles is the preferred and most acceptable to use when you prepare business
letters. Each of these formats is discussed below, followed by sample letters demonstrating each
format.

Note that the fulblock letter famat is the most commonly used because it is the easiest to

correctly format, with the letter elements lined up along the left margin. The mellifieki

format is sometimes used to give the document a visually-badamced look. And the

simplified format s hel pf ul if the writer wants to emph
know whom to address the letter to. The persbnalinesdetter format is most effective when it

is used with a personal letterhead.

Full-block Business Letter Format A full-block letter(seeExhibit 3.7 andExhibit 3.9) is

easy to format because all lines begin at the left margin. This letter style is sometimes referred to

as ablockstyle letter Whether you refer to the letter as a-hilbck or a blockstyle letter, its key
distinguishing feature is the fact that all the letiementsare blocked at the left margin.

However,w t h wr i ter s preference, qanbetingdgntecoons, t ab|
centered horizontally.

Modified -block BusinessLetter Formatd The modifiedblock style (se&xhibit 3.10 and
Exhibit 3.11) is so named because thefollbck styk isi mo d i f twewhys toicneate the
modifiedblock style

1. The date and items in the signature block are blocked at the center point. That is, they begin
at or just to the right of the center of the page, and they are lined up vertically with each
other.

2. The paragraphs may or may not be inderidhibit 3.10 shows a letter formatted as a
modified-block letterwithoutindented paragraphExhibit 3.11 shows a letter formatted as a
modified-block letterwith indented paragraphs.

Simplified BusinessLetter Format --Exhibit 3.12 illustrates the style for a simplified business
letter. As you look aExhibit3.12and read its content, youoll ob
featues that describe the format of a simplified business letter:

All lines begin at the left margin as with the folbck style.

The salutation is replaced with a setidpital subject line.

The complimentary closing is omitted.

The writer 06sforsmattgdinasolidapital lettersmoe one line.

The writerobs titclagiitsalf dremdatetresd fiod | sooMiindg t h «
Choice of punctuation style is not an issue because simplified letters contain neither a

salutation nor a complimentacjosing.

= =4 =4 8 48 -9
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The simplified letter style is so named becau
block and modifieeblock styles. The simplification occurs primarily because the salutation and
complimentary closing are omitted and secondarily becatithe other unique features listed

above.

The simplified style is not as widely used as thelildick and modifieeblock styles, but it is
widely accepted throughout the business world. The simplified style is particularly useful if a
writer does noknow whether the addressee is a man or a woman. Because the salutation is
omitted, the writer does not have to choose between the courtesy tMesafMs.in a

salutation.

A writer can also use the simplifidétter style if he or she wants to empiza the subject of the
letter or if the writer does not know to whom the letter should be addressed.

PersonatBusinessLetter Formatd Letterheads are routinely used by all firms and

organi zations. Through the formatting and app
about the firm or organization. If you were to compare the letterhead stationery of a dozen or so
companies, you would be amazed at the diffefieiingsthe letterheads would evoke from one
company to another. Now i magine the bland fee
use printed stationeryith a letterneador their letters.

Individuals such as you face a similar dilemma when they have to prepare what is called a
personal business lettéseeExhibit 3.6, Exhibit 3.13 andExhibit 3.14). That is, as an
individual, you might have to write personal business letters for a vafiegasonsn which

you represent yourself and not a company

If you write a personal business letter, you may type or print it on plain white paper without a
letterhead, as shown Exhibit 3.13. Notice in this exhibit that the return add@gke writeb s
addres8 is printed with the date immediately below it; and the return address and date are
formatted a quadruple space above the inside addtesse r eader 6 s addr ess.

However, the letter will look more professional and be taken more seriously if gparpra
personalized letterheadfor any personal business letter you might have to write, as shown in
Exhibit 3.6 andExhibit 3.14. Include your name and contact information in the letterhead, as is
done in a business letterhead. Then print the date aupladpace above the inside address.

You can save your personal letterhead in an electronic file and use it whenever you have to write
a personal business letter.

A personalized letterhead for an individual does what letterhead stationery does f@aaygom
organization. Thatis,awelle si gned | et t er he adthalettdrseadiagds z z a z z ¢
energy, vitality, vigor, or flair to a letter. A letter formattedonwekk si gned | etter hea
out and grabso t he readstheleter bne fives aglditisnaléncentivetch e e v
the reader to read the letter and pay attention to its contents.

CompareExhibit 3.13andExhibit 3.14to see the differences in appearance between a personal
business letter formatted on plain white paged then formatted on a sheet of personalized
letterhead. That comparison should convince you of the desirability of your creating an
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electronic file for your personalized letterhef®du can use your own creativity to prepare your
distinctive personalizd letterheadexhibit 3.15 shows some examples of potential letterheads
for personalized stationery.

Principles That Apply to All Letter Formats d Note the following comments as you examine
Exhibit 3.6 throughExhibit 3.15

1 With modifiedblock format, a writer has the option of using left justification or full
justification and open or mixed punctuati@xhibit 3.10 reflects left justification and open
punctuation, ané&xhibit 3.11 reflects full justification and mixed pungition.

1 Both the fultblock style and the modifiedlock style are widely used in busineshe
company or organization for which you are working or will be working may dictate its style
preference

1 Exhibit 3.7 shows and describes a typical fhlbck letter. Note that the letter is printed on
company stationery, which is usually formatted so the date of a letter can begin about 2
inches or lower from the top of the page.

1 Because th&xhibit 3.7 letter is reléively short, it isadjusted vertically so its layout
reflects a pleasant appearance. If a letter is formatted too high or too low on a page, its
appearance suffers. Because letters are commonly printed on stationery that uses up to 2
inches of the top mgm for the letterhead, you typically cannot invoke the cevgetically
command because the | et t e rEphibit3Bspwsahe kettec e wi | |
when it is formatted too high on the page. Note tmly onepage letters are vertically
centereglletters longer than a page have a double space between the date and the letterhead
and a 1inch bottom margin on page 1.

Vertical centeringypically requires that the date through the last typed information on the

page be adjusted vertically on the page so that the space between the date and the letterhead
is the same depth as the space between the last typed information on the pagbatahthe

of the page. Of course, the bottom margin needs to be 1 inch; so a relatively lgpagene

letter with a linch bottom margin may have only a double space between the letterhead and
the date.

Generally, the date is considered part of the leftdr.e r e f or e, t he date Af |l
downward with the rest of the letter andhearlyalwaysformatted a quadruple space before
the inside address.

1 Normally, a writer has the option of using left justification or full justificatiérhibit 3.7 is
formatted with left justification, anBxhibit 3.9 is formatted with full justification.

1 Normally, a writer has the option of using open punctuation or mixed punctuation. By now,
you should know what is meant bpen punctuatioandmixed punctuatiorExhibit 3.7is
formatted with open punctuation, aBahibit 3.9 is formatted with mixed punctuation.
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1 Both full-block and modifieeblock letters can have a subject lifexhibit 3.9 is an example
of a full-block letter with a subject line. In a modifiatbck letter, the subject line is
formatted the same as in a fblbock letter; the subject line begins at the left margin a double
space below the salutation. Bol ding the wor
required. Note that the salutatiand complimentary close are retained when a subject line is
used with a fulblock or a modifieeblock letter, unlike in the simplifietetter format
(Exhibit 3.12).

1 By sheer number, most business letters arepage letters. Sometimes a writer prepares
letter that should probably require a second page. Howiéttee, writer decides to restrict
the letter to one page (for whatever reason), he or she can do such formatting manipulations
asthe following:
Invoke a software command to format thesketin one page.
Reduce the space by one or two spaces between the date and inside address.
Reduce the space by one space between the complimentary closing and signature line.
Reduce the space between selected letter parts and paragnepthisiibbe space to
space and a half.
. Change the spacing default from single spacing to something less than single spacing,
such a 0.9 spacing.
Choose a smaller font to help accommodate the letter on one page
Reduce the bottommargin by up to 1/2 inch
. Use an appropriate combination of some or all of the above suggestions.

o APedNpE
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Exhibit 3.60 lllustrations of Short and Long Quotations in Business Correspondence

Janet L. Walker

Office Consultant
320 North 400 East A iBmB6GrAg@midobne8 3440 A 208

June 2, 20xx

Ms. Lillie Pearl Lewis
5431 Holladay Boulevard
Salt Lake City, UT 84106

Dear Ms. Lewis

Here are the answersyour questions ajut formatting business letters. You are indeed correct
in noting that a correctly formatted letter has a better chance of getting the desired response from
the reader than a letter with formatting errors.

In your first question, you ask whether one line of a paragraph can appear by itself at the bottom
or the top of a page. Your question deals with the conceppbainsandwidows On page 12 of

my Oveson Style Guide for Business Writing | s a y hould ndtrfarmatarbgsiness
communication paragraph that create®grhan(printing the first line of a new paragraph as the
last line on a page) onaidow (printing the last line of a paragraph as the first line of a new

p a g éshort Quotation] | suggest you use thveidow/orphan commani help with this

formatting issue.

Your second question concerns the handling of
answer that question by quoting from page 14 of0ugson Style Guide for Business tig:

Quoted material in letters and memos requires special formatting. If a quotation
requires three or fewer I inebsndaastiors quo
integrated in the text and is set off with double quotation marks. If a quotation

requires four or more lines (a long quotation), it is set off from the text so it

appears by itself, it is indented one tab stop on the left and right (known as the

doubleindent featuren software packages), and it is not enclosed in quotation

marks. Loy quotations are single spaced with double spacing between

paragraphdlong quotation]

The above information will help you write effective letters for your new business. Feel free to
check with me again if you have further questions.

Sincerely

JanetL. Walker
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Exhibit 3.70 Full-Block Letter
Centered Vertically, Left Justified, Open Punctuation

Oveson Office Consulting

4015 North 480 East
Provo, UT 84604

Phone: 801221 0566 Fax: 80122210577 Email oveson@micron.net

February 23, 20xx

Mr. Oscar Bunker, Manager
Bunker Financial Consultants
388 South Main

Salt Lake City, UT 84111

Dear Mr. Bunker

This letter is formatted in the fulilock formad a format that is widely used in business writing
along the Wasatch Front. The letter is jefttified and reflects open punctuation.

Notice that every line begins at the left margin. The page looks a little heavy on the left side, but

word processing the letter is easy. As with all-page letters, you should pay special attention

to vertical pacing. If it is short, the letter should appear to be centered vertically.

Notice that you tap the return key four times between the date and the inside address (leaving

three blank lines). You also tap the return key four times between the complinwosang and

t he writerdbtso tgyipveed anngpnhee r oom f or the writeros
it follows the salutation because the subject line is considered part of the body.

| highly recommend the fulblock letter style for all yourarrespondence.

Sincerely

Sarah Chidester
Supervisor

tds
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Exhibit 3.80 Full-Block Letter
Not Centered Vertically (Incorrect); Left Justified, Open Punctuation

Oveson Office Consulting

4015 North 480 East
Provo, UT 84604

Phone: 801221 0566 Fax: 8012220577 Email oveson@micron.net

February 23, 20xx

Mr. Oscar Bunker, Manager
Bunker Financial Consultants
388 South Main

Salt Lake City, UT 84111

Dear Mr. Bunker

This letter is formatted in the fulilock formad a format that is widely usad business writing,
largely because it is easy to set up. This letter is left justified and reflects open punctuation,
which are both writer options. Howevéhnis letter is not centered verticatind therefore looks
noticeably unbalanced on the page.

Notice that every line begins at the left margin. The page looks a little heavy on the left side, but
word processing the letter is easy. As with all-page letters, you should pay special attention
to vertical spacing. If it is short, the letter shoafgpear to be centered vertically.

Typically, you tap the return key four times (quadruple space) between the date and the inside
address (leaving three blank lines). You also tap the return key four times between the

compl i mentary cl tysedngdtamn dg itvhee avmp lteerréosom f or
signature. A triple space can be used after the date and complimentary close, as in this letter, if
vertical space is an issue, but the vertical spacing must be the same in both places.

I highly recommendhte full-block letter style for all your correspondence.

Sincerely

Sarah Chidester
Supervisor
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Exhibit 3.90 Full-Block Letter
Centered Vertically, Full Justification, Mixed Punctuation, Subject Line

Oveson Office Consulting

4015 North 480 East
Provo, UT 84604

Phone: 801221 0566 Fax: 801 222 0577 Email: oveson@micron.net

February 23, 20xx

Mr. Oscar Bunker, Manager
Bunker Financial Consultants
388 South Main

Salt Lake City, UT 84111

Dear Mr. Bunker:
Subject: Format ofthe Fultblock Letter with a Subject Line

This letter is formatted in the fulllock format and includes a subject lina format that is often
used in busiess writing. The letter is fullistified and reflects mixed punctuation.

Notice that every lindegins at the left margin. The page looks a little heavy on the left side, but
word processing the letter is easy. As with all-page letters, you should pay special attention to
vertical spacing. If it is short, the letter should appear to be centerechlly.

Notice that you tap the return key four times between the date and the inside address (leaving three
blank lines). You also tap the return key four times between the complimentary closing and the
wr i t er 0s 0 toyipeaanhplercommtor therwi t er 6 s signature. Al so
line follows the salutation because the subject line is considered part of the body.

| highly recommend the fulblock letter style for all your correspondence.

Sincerely,

Sarah Chidester
Supervisor
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Exhibit 3.100 Modified-Block Letter
Open Punctuation, Left Justification, Without Indented Paragraphs

Oveson Office Consulting

4015 North 480 East
Provo, UT 84604

Phone: 801221 0566 Fax: 801 22210577 Email: oveson@micron.net

February 23, 20xx

Mr. Oscar Bunker, Manager
Bunker Financial Consultants
388 South Main

Salt Lake City, UT 84111

Dear Mr. Bunker

This letter is formatted in the modifidldock format with indented paragraphs, with mixed
punctuation, and witleft justificationd a format that is widely used in business writing along
the Wasatch Front.

Notice the differences between the fiolbck letter style and this modifidalock style. With the
full-block style, all lines begin at the left margin. Witlis modfied-block style, thetems in the
signature block are formatted right of the horizontal point of the page; and the paragraphs are
indented one tab stop. As with all epage letters, the writer needs to pay special attention to
vertical spacing. If theelter is short, it should appear to be centered vertically.

As with the fultblock style, a quadruple space (three blank lines) should be left between the date
and the inside address. Also, a quadruple space should be left between the complimentary
closing and the signature line. If vertical spacing is an issue, a triple space can be used rather
than a quadruple space after the date and after the complimentary close, as in this letter. Finally,
if a subject line is used, it follows the salutation becalsetibject line is considered part of the
body. The writer should always sign the letter above his or her printed nhame in the signature
block.

Sincerely

Sarah Chidester
Supervisor
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Exhibit 3.110 Modified-Block Letter
With Indented Paragraphs, Mixed Punctuation, Full Justification

Oveson Office Consulting

4015 North 480 East
Provo, UT 84604

Phone: 801221 0566 Fax: 801222 0577 Email: oveson@micron.net

February 2320xx

Mr. Oscar Bunker, Manager
Bunker Financial Consultants
388 South Main

Salt Lake City, UT 84111

Dear Mr. Bunker:

This letter is formatted in the modifiddock format with indented paragraphs, with mixed
punctuation, and with full justificati@n aformat that is widely used in business writing along the
Wasatch Front.

Notice the differences between the folbck letter style and this modifidalock style.
With the fullblock style, all lines begin at the left margin. With this modHiiolck styk, the
items in the signature block are formatted right of the horizontal point of the page; and the
paragraphs are indented one tab stop. As with alpage letters, the writer needs to pay special
attention to vertical spacing. If the letter is shivrshould appear to be centered vertically.

As with the fultblock style, a quadruple space (three blank lines) should be left between
the date and the inside address. Also, a quadruple space should be left between the complimentary
closing and the sigriure line. If vertical spacing is an issue, a triple space can be used rather than
a quadruple space after the date and after the complimentary close, as in this letter. Finally, if a
subject line is used, it follows the salutation because the subed bonsidered part of the body.

The writer should always sign the letter above his or her printed name in the signature block.

Sincerely,
Sarah Chidester
Supervisor

tds
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Exhibit 3.120 Simplified-Style Two-page Letter with Header on Page 2

Oveson Office Consulting

4015 North 480 East
Provo, UT 84604

Phone: 801221 0566 Fax: 80222 0577 Email: oveson@micron.net

February 23, 20xx

Mr. Oscar Bunker, Manager
Bunker Financial Consultants
388 South Main

Salt Lake City, UT 84111

FORMAT FOR A SIMPLIFIED -STYLE LETTER (This is the subject line.)

This letter is formatted in the simplified format endorsed by the Administrative Management
Society. Compared with other formats, it is less commonly used; g gained general
acceptance.

As in the fultblock format, every line begins at the left margin. The salutation in a simplified

style letter is omitted. Instead, a subject line that identifies the general subject of the letter is
used, as in the subjdate of this sample letter about the simplifidter format. The word
subjectdoes not appear in the subject line, and the subject line is formatted in solid capitals, may
be bolded, and is preceded and followed by either a double space or a tripie theawriter

should use the same spacing, either double or triple spacing, both before and after the subject
line.

The complimentary closing is also omitted in the simplisgge letter. On either the fourth or

fifth line below the body, dependingonh e wr i t er 6s preference, the
formatted in solid capitals on the same line; if the name and title are long, they can be on two
consecutive lines. The writer signs the letter above the printed name.

If the letter exceeds one pa@ header that includes the recipient's name, the page number, and
the date should be created and used on every page except the first. This information can be
aligned along the left margin, as shown below.

Mr. Oscar Bunker, Manager
Page 2
February23, 20xx

The header may also be spread across the top of the page as follows. With either format, the
header is formatted within the 1 inch top margin.
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Mr. Oscar Bunker, Manager 2 February 23, 20xx

At least two lines of the message must be carried over to the second page; at no time should the
signature block stand alone on the page.

The typist's initials are typed two spaces below the signature block. If a copy or enclosure
notation is required, it is placed two lines beneath the typist's signature.

The simplified style is especially useful if a writer wants to emphasize the subject or to avoid any
possible sexism in the salutation through the courtesy titiérobr Ms. The simplified style is

al so useful when the writer doesnét know the
reasons, you may on occasion want to use the simplified format. You, of course, can use the
simplified style for all your letters if yodesire.

SARAH CHIDESTER, SUPERVISOR
Ccv

Enclosures: 2
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Exhibit 3.130 Personal Business Letter Without a Personalized Letterhead
(Correctly Centered Vertically)

30633 Hunt Club Driv&09
San Juan Capistrano, CA 92675
February 23, 20xx

Dr. Joseph L. Allen, Publisher

The Mesoamerican Archaeological Digest
P.O. Box 970250

Orem, UT 84097

Dear Dr. Allen:

Please place me on your mailing list to receive future issuBlseoMesoamerican
Archaeological DigestMy check for $10 to cover a otyear subscription is enclosed.

Whil e searching for information about- Mesoame
school ancient history class, | ran across your website where | read about your publication. | then
went to the local library and was jpressed to find it subscribes to your newspaper digest. After

reading several back issues, | decided to subscribe.

| look forward to receiving the first issue, which | hope will be the Jarbabyuary issue of this
year.

Sincerely,

Dixie Randall

Endosure: Check for $10
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Exhibit 3.148 Personal Business Letter with Personal Letterhead

DIXIE RANDALL

30633 Hunt Club Drive A San 14031803Capi str

February 23, 20xx

Dr. Joseph L. Allen, Publisher

The MesoamericaArchaeological Digest
P.O. Box 970250

Orem, UT 84097

Dear Dr. Allen:

Please place me on your mailing list to receive future issuBlseoMesoamerican
Archaeological DigestMy check for $10 to cover a otyear subscription is enclosed.

While searching or i nf or mati on about Mesoamer-i ca for ¢
school ancient history class, | ran across your website where | read about your publication. | then
went to the local library and was impressed to find it subscribes to your newdjmmstr After

reading several back issues, | decided to subscribe.

| look forward to receiving the first issue, which | hope will be the Jarbabyuary issue of this
year.

Sincerely,

Dixie Randall

Enclosure: Check for $10
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Exhibit 3.159 Sample Personal Letterheads

Mark G. Wilson

565 N. Hillside Circle / Alpine, Utah 84004 / 801.756-1540
MarkGWilson@aol.com

Mark G. Wilson

565 N. Hillside Circle / Alpine, UtaB4004 / 801756-1540
MarkGWilson@aol.com

Mark G. Wilson
565 N. Hillside Circle / Alpine, Utah 84004 / 801.75640 / MarkGWilson@aol.com

Mark G. Wilson

565 N. Hillside Circle A Alpine, Ut
8017561540 A Mar kGWi |l son@aol . com

Mark G. Wilson

565 N. Hillside Circle A Alpine, Ut
8017561540 A Mar kGWi |l son@aol . com
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The Traditional Format of a Memorandum

A memorandum is commonly used fotra company ointra organizational communication.
That is, a memorandum is usedhin a company or organization to convey a message from one
person to another, both of whom work for or are associated with the company or organization.

Exhibit 3.16 illustrates a typical orpage memorandum that is formatted on plain white paper
and that focuses on a single tofibefollowing points clarify further the formatting of
memorandums:

T Memorandums do not require a single, absolutely correct format. Many variations exist for a
compaayds or an organizationbs preferences for

1 Memorandums can be printed on plain white paper, on letterhead stationery, or on specially
designed memorandum stationery.

1 As shown inExhibit 3.16, a memorandum typically begins with tleléwing guide words:
TO, FROM, DATEandSUBJECT These words are typically formatted in sediapital
letters (although the content following these words is not) and are double spaced, but they
may be single spacedh@&seguidewordsarefollowed a cola and therthe appropriate
information that includes to whom the memor a
name of the writer, the date of the memorandum, and the subject of the memorandum. On
memorandum stationery, the guide worfd3, FROM, DATEandSUBJECTare preprinted.
The writer merely keys in the appropriate information following each word in the heading.

1 The wordmemoor memorandum is sometimes formatted at the top of a memo whether the
memo is formatted on plain white paper, on lettachstationery, or on memorandum
stationery. Howevelsome writers think the use of the wangémorandunis redundant
because the document the reader is reading is a memorandum, as evidenced by its use of the
guide wordsTO, FROM, DATEandSUBJECT With that same thought in mind, critics of
the wordmemorandunappearing at the top of a memorandum pointloait the wordetter
is never printed at the top of a letter to tell the reader that the document is a letter.

1 Oneinch side and top margins asemmonly used for memorandums, althoughiach top
margin may be used if a company prefers.

1 Memorandums are typically not centered vertically on the page. And because most
memorandums are less than a page in length, the bottom margin is commonlyngerch la
than the top margin.

1 Following the names of the writer and the addressee onQladFROM Iines, the titles
and addresses of these individuals are often shown. However, individual company or
organization practices dictate whether either titlesddresses are used in the heading.
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The body (message) of a memorandum is typically formatted a triple space below the
SUBJECTIine. Memorandums are always single spaced with double spacing between

paragraphs

Memorandums are seldom signed because tleeysad within a company or organization,

S0 a signature block is not routinely used. Sometimes, however, the writer will put his or her
initials following the name in thEROMIine. An official policy memorandum may include a
signature line at the bottonfi the memao to provide formal credibility for the content of the
memo.

The paragraphs of a memorandum are commonly
option, they can be indentdaljt indented paragraphs are very seldom seen in
memorandums.

Heading mi ght be appropriate in any memorandum
access to the content of the memorandum.

As with business letters, memorandums commonly include enclosure or attachment
notations, reference initials, and copy notations.
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Exhibit 3.160 Format of a Onepage Memorandum

TO: Oscar Orlondo Bunker, Instructor
FROM: Sarah Chidester, Student

DATE: February 23, 20xx

SUBJECT: Format of a Business Memorandum

Memos require a format distinct from that of letters. A discussion of the specific features of
standard memos follows.

The ATO, 0 AFROM, 0 ADATE, 0 and ASUBJECTO ident
memorandum on plain paper is typically formattedlasnn above, although they candmeible

spaced as well. Some businesses and other organizations use letterhead paper for their memos;
memos on letterhead paper still include the identifying information. According to writer

preferences, the identifyingformation may be single spaced or double spaced. Double spacing

is most commonly used.

Solid capitals are sometimes used for the subject line; howauerd capitals and lowearase
letters are easier to read and may be used with bolding instead afegotals for good access.
Note also the triple space that is typically used between the subject line and the body.

Oneinch top, left, and right margins are commonly used for memorandums, especially those
formatted on plain paper. Memorandums are noteced vertically on a page, and bottom

margins vary according to the length of a memo. If a memorandum requires more than one page,
each page preceding the last page ends with a bottom margin of 1 inch. Mdtiple

memorandums routinely include a headertthe second and succeeding pages, which includes

the reader6s name, the page number, and the d

Memorandums are seldom signed by the writer. In some companies or organizations, the writer
places his or her initials immediately following the name and title iFB@MIline as a

reflection of company or organization policy. However, if the memo cantaformal policy
statement or needs to reflect official credibility, a signature line with the name of the writer can
be formatted at the end of the memo.

Correctly formatting business memos according to the guidelines presented here will help you
conveyyour message in a professional manner.

cst
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The Role and Formats of Headers for Memorandums and Letters

Memorandums and letters that are longer than one page are frequently written by employees of
companies or organizations. Multippbdage memoratums and letters are often classified as
informal reports because of their length and complexity. Common busutekkspractice

requires what is calledl@aderon second and succeeding pages of muiplge memorandums

and letters.

Exhibit 3.17andExhibit 3.18illustrate the two common formats for headers for memorandums
and letters. The three critical components of a memorandum or letter header are the following:

1 The name of the addressee (aspeaps following th@ O in a memorandum heading or in
the inside address of a letter).

2. The date as it appears on page 1.

3. The page number.

Exhibit 3.17illustrates the content of a blocked header for page 2 d&xhiit 3.16
memorandum if the memorandum were to require two pages:

Exhibit 3.176 A Blocked Header for a Multiple-Page Memorandum or Letter

Oscar Orlondo Bunker, Manager
February 23, 20xx
Page 2

This header illustrates one common format for second améeding pages of multipleage
memorandums and letters. In this format, the items in the header (the name of the addr
the date, and the page number) are formatted at the left margin, and the header is callg
blocked headerA triple space is formtdd between the header and the continuation of the
body.

Exhibit 3.18 shows an alternate format to a blocked header. In this alternate header style, the
items in the header are formatted across the top of the page from margin to margin.

Keep thefollowing points in mind as you work with headers for multipege memorandums
and letters.

1 Second and succeeding pages of mulgage memorandums and letters should be plain
paper of essentially the same quality as the first page.
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Exhibit 3.18 A Margin -to-Margin Header for a Multiple -Page
Memorandum or Letter

Oscar Orlondo Bunker, Manager 2 February 23, 20xX

This header illustrates a second common format for second and succeeding pages of n
page memorandums and letters. In this format, the items in the header (the name of the
addressee, the date, and the page number) are formatted across the tppg# them margir]
to margin. A triple space is formatted between the header and the continuation of the b

1 Preprinted memorandum or letterhead stationery should never be used for second and
succeeding pages of multiglage memorandums and letters.

1 The header functions as a device to help keep all pages of a rp#g#ememorandum or
letter together as a package, especially if they become separated.

T As explained below, the softwarebds header co
a multiple-page letter or memorandum. The header command will assure that the header is
correctly positioned at the top of the page, no matter what content is added or deleted; and
the header command will automatically number the pages.

A header is typicallyormatted % inch from the top of the page, so the top margin is routinely
changed to % inch on page 2. A triple space is normally used between the header and the body
that follows. Wordprocessing software normally gives an automatic double space betmeen

kind of header and the content that follows. For memo and letter headers, therefore, a writer
should format for an additional line between the header and the body before exiting the header
command.
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Email Formatsd Informal and Formal

If you have experigce in formatting and sending@ i | messages, youodll und
that anemailmessage is, essentially, a memorandum from a writer to a reader because it contains
heading information associated with th®, FROMDATE,andSUBJECTguide wordsEmail

messages function as batira (internal) andnter (external)communication devices. Internal

emails essentially replace memos; external emails replace letters and are, thus, more formal than
internal emails.

Email programs formainternal emailsf or t he wri ter . That is, the
and ASubjectod information, and the program ad
may choose to begin an internal emailwittthr eader 6 s name as a (greet.
i sndt required.

An external emailis formatted the same as an internal email except the writer adds a salutation,
the reader6s name at t he be g€ addrass) and ahler contact e ma
information at the end of the message. Doing so gives good access to that information for the
reader outside the writerdés organization who
available. For example, the standard éimsternal ) does not smalnd ude t he
address or phone number. Writers can set up a signature that the email program will add to the

end of each email message.

Comprehensive, absolute formatting guidelines for emails have not ye¢$tablished, except
in a few instances. Some general guidelines that may be used with all emails are the following:

1 Provide an informative subject line.
1 Single space the text, and double space between paragraphs.

Key points to remember about emails are that they are easily stored and easily accessed by
readers other than the ones to whom they are addressed. Emails are also often forwarded to other
readers. Because of the lack of security of emails, you shoufiihahything in them that must

remain confidential. Some authorities suggest that writers put nothing in emails that they

woul dndédt want to read on the front pande of a
externalemail formats irExhibit 3.19 andExhibit 3.20.
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Exhibit 3.196 Informal (Internal -format) Email Routine Message
with Agenda in the Introduction and Corresponding Headings

Two Effective Businesswriting Principles That | Have Learned

Ms. Johnsonthe businessvriting skills | have learnethis semester havienproved my writing
proficiency. The two thatave helped me the most du@w to writea letter of application and
how to format a resume.

How to Write a Letter of Application. Learning towrite a letter of application has helped

because before this class | had no idea what a letter of application is. But now that | know, | can
write one that will allow me to stand out among other applicants. Learning how to list why | am
the best applicardut of all who apply has helped me out a lot. | even have had the opportunity
recently to use it for a job | applied for. Knowing this skill will help me progress in my career as
well as in my life.

How to Format a ResumePreparing a resume has beenragile for me in the past. | always
went with the traditional resume format. Learning how to format a resume with my skills and
gualifications first has been an eye opener and a blessing. Because | now know the
functional/chronological format for a resuni€an use it when appropriate to apply for jobs and
feel confident that | am presenting myself well. | have already used it for applying at several
banks in the area. It is working out and | hope it will car to benefit me.

Overall, learning how to rite a letter of application and a resume has allowed me toigrow
professionalife. | would not have knowthese writing skills if | hadn't takehis class. Thank
you for teaching me; I look forward to learning other important information aboungvrit

Aaron Stanton, Student
805-276-3860
astanton93@gmail.com
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Exhibit 3.200 Formal (External-format) Emaild Routine Claim Message

Request for Refund ofincorrect Charge

Dear Mr. Roper:

Please refund $239.58 to our MasterCard for promotional sampmes or der ed under vy«
Surpriseo policy and then returned.

On November 11, we made a telephone order for samples of your promotional products to assist
us in the promotion of our cruiship travel package. When the products were received, we

decided to go in a different direction and returned all items by pgestate on November 21

(see attachment for receipvVhen our MasterCard was incorrectly charged in December, |

called and spoke with Diane. She assured me that under your "No Surprise" policy, your

company would refund the incorrect charge by the ndtdpistatement. However, our January
statement showed no credit had been made; so | called again and spoke to another representative
at your company who promised that the credit would be made immediately. In spite of that
promise, when we received our FFe@ry statement, we found that the credit still has not been

made.

Your prompt action in refunding this charge will be very much appreciated. Thank you for
giving us the opportunity to consider using your products. We wish you success in your
promotionalcampaign and look forward to possibly working together again.

Sincerely,

Brent Hopperl§renthopper@comcast.yet
Marketing Manager

Rochester Preferred Travel

555 5th St.

Westport, OH 55555
Phone:(555)55%555
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Composing Business Messages

Assume you have the responsibility to write a message to a client, a colleague, or another reader.
You will have a good chance of writing an effective message if you undetsiampsychological

nature of message writing, put yourself in the shoes of your reader, and anticipate ahead of time
the possible reaction of your reader to your message.

Nearly every business message is written to elicit some kind of a reactiom partlof the

reader. Sometimes, you may want or need to arouse in your reader a sense of satisfaction or
pleasure On another occasion, your purpose may be to merely transmit information der re
needs for his or her worland you can expectreeutral reaction to your message. Or you may
want to motivate your reader to some action, and this motivation mighpeéakeasionbecause
your reader is currently indifferent to your message. Finally, you may have to write a letter in
which your primary goals arto transmit information and to keep your reader from being
displeased

For every message you write, you can predict that reader reaction will fall somewhere on the
following continuum, from a reaction of pleasure to one of displeasure:

Pleasure Neutrality Indifference Displeasure

You can probably predict where your reader will attach himself or herself to this line because he

or she is basically of the same nature as you arebdihavioral psychologists refer to this aspect

of |I'ife as fAcommonality of human behavior.o T
similar situations, and so we can generally predict the reactions of most readers for given

situations.

Simplisticaly, our primary purposes in writing messages are the following:

1. To give information; to help the read@ow something
2. To control reader reaction to the information; to get the readersiamething
3. To build or maintain goodwill

Therefore, weshould attempt to predict the reaction of a reader to any message and then write

the message in anticipation of controlling th
Following is a discussion of foylansfor organizing business messagjeast represent the

preferred psychological approach for each of the four situatiopkeasure, neutrality,

indifference, anddispleasure Note that the writer usesdirect approachor puts the main idea

at the beginning of the messadeahe writer anticipatethe readewill be pleased or feel neutral

about the main idea of the messagdhe writer gets directly to the point. However, the writer

uses arnndirect approachor puts the main idea later in the message, even at the end, if the writer
anticipatesa reaction ofndifference or displeasudethe writer is indirect about getting to the

main idea.

Reaction of Pleasurd We can easily tell someone something he or she wants to hear. We can
also more easily write when we can anticipateeagdnt rather than an unpleasant response.
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Psychologically, according to the behavioral psychologists, the best plan for communicating
pleasant thoughts by letter is the following:

1. Present the most pleasant aspect of the message in the very firstsente

2. Follow naturally with any necessary details or explanations.

3. Close with a remark that either reminds the recipient of the pleasaghtrmuooks
confidentlyto the future.

Neutral Reactiond When a message issigned to convey routine information that is neither
pleasant nor unpleasant, a plan similar to the pleasarion letter plan is appropriate:

1. Putthe important idea in the first sentence.
2. Include any additional details that are necessary.
3. End with areference to the important idea and the desired action.

Indifferent Reactiond Sometimes readers will neither be pleaseddmpleased about your

message; or will theyregardthe content as information they need. Suahessage might be a
salesmessagef some type. Youodeeswipreoeibing baleymebsagds. e x per |
With messagesf this type because the readers maytusyor have their attentioon other

matterswe need a plan that employs the followirasic sequence of ideas:

1. Say something to @ étmake thereades putaside dtber thoughteant i o n
concentrate on this letter.

2. Introduce the product or idea and suggest how it will help.

3. Give enough evidence to convince the redhkat the proposal will help him or her.

4. Encourage the reader to take the action necessary to get the benefits described.

Displeasure Reactiod i The reader s not going to |ike thi
arrived at your decision. Your writing job is to communicate the information and at the same
time to hold the goodwil |l of the reader. For

to explain your reasons, and you want the reader to listen. Ifoyawgdod job, maybe you can

keep the reader from venting anger toward you. That will be a favor to your reader and perhaps
result in more business for your company. In such situations, the following plan has proven
effective:

1. Begin, if possible, by wting about something upon which both you and the reader can agree.

2. Review the facts, analyze them, and give reasons for your decisions.

3. Present the unpleasant idea in positive langaageunemphatic positidni b ur i e ddd | ns i ¢
paragraph to deemphasize the unpleasant information. That is, at least one sentence should
precede and at least one sentence should follow the sentence containing the bad news.

4. End the message by talking about something that is off the subjecturfgleasant idéa
something that is friendly and forward looking, perhaps suggesting a future interaction
between you and the reader.

As pointed out earlier, the above message plans are based on the assumption that commonality is
found in human behaviérthat under certain circumstances, most people tend to react in a
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similar manner. Even though each reader is different from all others in many respects, we can
assume that most readers have several characteristics in common. That is, most readers

1. Like to have good news presented to them quigkiyithout detailed preliminary
explanations. Therefore, we should ugdemsurereaction letter plan to present good news
quickly followed with details.

2. Appreciate someone who saves them tifieerefore, we shdd use aneutral-reaction
letter plan that gets right to the point if we anticipate our reader will have a neutral reaction to
our message.

3. Need concrete evidence before taking action on, for example, a sales propessbre, we
should use amdifferencereaction letter plan that fosters attention, interest, desire, and
conviction before asking for action.

4. React negatively when bad news or seemingly unjustified decisions are presented to them
abruptly Therefore, we should usedaspleasurereaction message plan that presents
reasons and explanations before presenting unpleasant information.

The above discussion provides the foundation and justification for the approaches we will follow
in learning to write messages for differ@oirposes. Typically, business messages follow three
organization patterns: (Boutine, in which the main idea is presented up front, when we
anticipate that our reader will haveeaction of pleasure or neutrality the main idea of our
message; (Fpersuasive,in which the main ide& the action requedtis presented at the end of

the message if we anticipate that our reader will initially haneaetion of indifferencéo the

main idea; and (3Bad News in which the main idegathe bad newd i s i b oma paragdaph i
after an explanation of the reasons for the bad news is given when we anticipate that our reader
will have areaction of displeasutte the main idea, which is the bad news.

Each of these three organization patterns for business messdigesissed in depth in the
sections that follow.
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Routine Messages

Routine messages are just thabutine. They are used with simple, frequently occurring,
commonplace situation¥.ou are already writing many routine message and will probably write
thousands of them in the coming ye&khat is the typical purpose and content of these routine
messages, and how should the content be organized?

For a moment, | ed 0t Merutf adteo sahrodk tomi nkh of si
reader rather than the writer of a message to which your reaction will be one of pleasure or
neutrality. Your time is precious, and you wo
to know as quickly as possible what the writer wants so you can deal with the situation in an
expeditious manner . I n such situations, youdl

failing to getright to the point when your reaction is going to lbae of pleasure or neutrality.

Therefore, as a reader in situations tivatg upfeelings of pleasure or neutrality, you will want

to knowimmediately what the writer is up to and what you are expected to do as a result. Your
expectations suggest thestgtability of your knowing this information as directly as posgible

which suggests your interestgeeing thenain ideapresented in the very first sentence of the

first paragraplof the message. Following that opening sentence, you will then assirtithte a
other information as it relates to the main idea. Reactions of pleasure or neutrality just naturally
suggest the need for directness in the sequence of a written presentation.

Routine messagdsllow the preview, present, review organizational pattdiscussed earlier in
this textbook. The introduction previews the content of the message; the body presents the
content; and the conclusion reviews it, as outlined below.

1 Introduction 8 The main idea is given in thietroductory paragraph, along with a list
subtopics if the message has subtapics

1 Bodyd The information introduced in the first paragraph is presented in detail in the
middle paragraphs

1 Conclusiond the main idea is reviewed the concluding paragraph, along with the
subtopics in a long routine messafggubtopics are included in the messafjeen the
message concludes with a positive, forwimaking ending.

Of all the routine messages written in the business world, rittstmcan be categorizashder
two main types:

1. Goodnews messages
2. Directrequest messages

What will the typicale a d e r 6 sbe to ¢hase typesoohmessages?
Obviously a goodnews message wikkad toa reaction of pleasutgecause the reader will be

pl eased with the mes-sagsodOmessagestareéenofaen, c
because they say, AYes, you can have what vyou
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Directrequest messages wiad toa reaction of neudtity. The reader of such messages will
usually be neither pleased nor displeased but will recognize the situation as a commonplace one
that occurs routinely in business situations.

Good-News Messages

We 6 reagly now to get down to the specificsofitinebusinessmessagevr i t i ng, and we
begin with the easiestessagesf all to writed those that convey good news.

I f youdre a nor mal person, you I|ike to receiyv
possible. The same is true of your readers. K
recognize that goedews messages are best presented in a deelactlirectsequence in which

the good news is conveyadmediately to your reader.

As a reactiorof-pleasure message, the gawelvs message is best presented through the
following sequential steps:

1. Good news
2. Supporting details
3. Positive, friendly closing

As mentioned above, goattws messages are often cajedmessagebecause they so

frequently tell the reader fAyeso in njunctl
fact, a good starting wd with goodn e ws messages t hat sayesﬁye C
Yes, we have located and are enclosing a parts manual for yyea20ld Delta
Rockwell bench saw.
Yes, Il am delighted to accepMontana®Gtate i nvi t at

Universitygraduation.

Goodnewsmessage deal with many commonplace situations and, as already indicated, are
amongthe most frequently written messageshe business world. Goatews messages

commonly deal with favorable replies and ursted favorable messagesJr{solicitedmeans

the writer originates the messagydhemadertoi s or h
write the messageCommonplace favorable replies and unsolicited favorable messages are the
following:

Grantingadjustments on claims and complaints

Granting favors and other requests

Acknowledging orders to be filled

Approving credit

Making announcements of various kinds

Transmitting something that is enclosed with or attached to the transmetahge

oOuhrwNE
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1. Granting Requests for Adjustment®) An adjustment messagecommonly written in

response to a complaint (known asoanplaint messageA favorable adjustment occurs when

t he writer gr an.tTlse fattthat aradjestthent vdgsis goireg golbe ganted

is, obvously, good news for the reader. You can, therefore, see the rationale for also calling
these messages O0yes0O messages because they sa
adjustmentibei ng granted. O

Since youare giving the audience what hestie wants, make the tone of the message positive. It
is tempting sometimes to explain the process you went through to provide the fix. You may
sound grudging or hesitant. You may want to blawm@eone or something. All of these
responses, while tempting, are negatéime unnecessary. Some examplesooitent tcavoid are
listed below.

1 [Explaining the process] | spent all afternoon trying to resolve your issue. | checked our
inventory and talketb the warehouse manager. The manager sent me to the carrier to
verify the product was not left either on the truck or at another location. We finally
| ocated your product on another customer os
T [Grudging] You will get a credithistime but | candt guarantee tt
representative will be in such a good mood.
9 [ Bl ame] Our news accounts manager doesnot
it for you.

You should also avoiceminding the reader about lusher negative feelings. Avoid words like
problem issue angry, orconcern You are giving the reader what heshre wants, so deliver the
good news, providéne details, and end pleasantly, as in the following example.

Your Invoice No. 345223 has been credited $56.22, and the Deknatel sut| Deliver the
Item No. K434 has been overnighted to you. You should receive the thred good news.
boxes of suture by 3 p.m. Wednesday.

If your doctor needs a replacement sooner than tomorrow, the Deknatel s Provide
Item No. K435 is similarwith identical thread, but a size 15 needle instead details.
a size 16. We have this suture in stock and could send the needed boxes
courier to you this mming.

You can check the status of your order by going on our Web site and logg End
into your account. pleasantly.

2. Granting favors and otherrequest® | f your t as k regsestffooafa/@aygr fiy e s O
to some other request, the resulting message is very easy to prepare. In such messages, you
merely say Ayeso in the very first sentence o
pertinent comments or explanations. Finally, god with a cordial closing.

These types of messages are the kind you will write wheagmee to serve on a committee,
give a speech at a conference, donate money to a charitable cause, or give permission for
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someone to use Yo waitablé punposes.sn ybumredr, lyau will li&ety fifdo r ¢ h
yourself writing favorable replies to requests from customers, employers, other employees,

friends, civic officials, religious leaders, etc. The messages you write can be quickly and easily
writtend if you follow the direct sequence and keep in mind that the main idea of such messages

i's your answer of fiYes, I wi || do what youodve

Yes, | accept your invitation to speak at the Woodbury School awar Deliver the good
banquet on May 10. news.

| still recall with many fond memories the good times | had as a stu( Provide details or
in the Woodbury School when | attended Utah Valley University. TH explanation.
leadership skills | developed as an officer in the Marketing Club hay
made significant differences in my leadersdigilities as Director of
Marketing at WinCo.

I look forwardtome et i ng you and your s t|Endwitha
plan to speak to the students for about 30 minutes on my leadershi| positive, forward
experiences in my career. looking statement

3. Acknowledging Orders to Be Filledd If you order products online, you get

acknowkdgement messages in email, letter, or text formadkmowledgemenhessageften
involvesacomputegener at ed form that restates the info
order and that gives the projected date and conditions of shipment of the order.

Firstorder acknowledgments usually follow a direct approAcknowledge the orden the
opening paragrapand say when and how the order will be shippdvide any additional
information about shipping arrangements, partial shipments, shipping charges, warranty
information, payment conditions, or negcount ifiormation in the middle. Y shouldalso
mentionanysales literature or catalogs that are sent with the me<Skge with a look to
future orders and customer satisfaction; promote your business.

The following message illustrates the above suggestions for-arist acknowlegment:

Today, your OrderNo.G3 26 f or ei ght Eat |[Bespecificaboutthe

shipped via Wasatch Fast Freight. You should receive your ordg order, the product, the
October 2. shipping method, and
the arrival date.

Thank you for youorder and your check for $1,880 to cover the | Provide detalils.
costs according to our dealer catalog. We recommend a markup
percent on our products.
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The Eat ©6Em upveneegme has poosen t besthe | Include poduct
most durable engine found on all braraf weeders. Because the | information if
weeder 6s spool holds twice agappropriate.
weeders, you can go twice as long before facing the task of repl
the cutting line.

The videotape wedre encl osi ngd
60 Em U der. Whea you show the video to your prospective
customers, watch for their positive reactidrespecially the scene
that shows how the weeder can easily cut any weeds to ground
i ncluding those weeds that af

For future orders, you can take advantage of our regular credit t{ Promote your business
of 2/10, net 36 based on invoice dates. If you are interested, ple friendly, forward
fill out the enclosed credit application. looking conclusion.

Repeatorder acknowledgment messages also typically follow a direct approach and are
beneficial for the same reasons given for finster acknowledgments.

4. Approving Creditd When a reader receives a message stating that credit has been approved,
thatodos typically good news. I n such situation
Creditapproval messages are often form messages that are tailored to the customierthierou

inside address and salutation. These form messages can be easily modified for unique
circumstances.

In the opening paragraph, the main idea, the fact that credit has been approved, is presented in

the very first sentence. That sentence may berthyesentence in the paragraph. The middle
paragraphgive additional details concerning conditions for credit approval, resale, sales

promotion, and appreciatiofhe closing paragraph is one in which the writer expresses a look

to the future along withdesiret o serve the customerds needs an
to be provided.

The following message gives the good news of credit approval:

Your Wasatch Department Store credit application has been approved. | Give the
good news

Your new Wasatckharge card is enclosed. Please sign this card and protg Provide
as you would any charge card. details.

Your monthly statement will arrive soon after the first of each month and W
show purchases made through the 25th of the preceding month. dhetatue
according to the statement is payable by the 10th of each month. Please 1
that unpaid bills are subject to a 1.5 percent finance charge.
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You now become one of our regular charge customers. As such, you will | Explain the
receive announcements of all sabefore the public hears about them. As th{ benefits.
enclosed brochure points out, you can shop from your hioyrtelephongor
via our Web site.

You can find details about other services such as online account mainteng Promote
and cash rewards the enclosed brochure. Use these services to save timg your
money. business;
friendly,
forward
looking
conclusion.

5. Making Announcements of Various Kind$ You probably write announcementessages
already. Because announcements are wusually wu
immediately. The main idéathe announcement, which is the reasomtiessagés writterd is

presented in the subject line and in the first sentenckelmiddle paragraphs, explanations,
information, and resale information to fit the situation are given. The final paragraph ends with a
confident look to the future.

Think about the kinds of announcements you might mak@ur business careefou may fnd
yourself writing directsequence announcements involving sales events, public services,
employment opportunities, policies or procedures, honors to be awarded, etc. Following is a
typical directsequence announcement:

The Society for the Advancement®@bod English (SAGE) announces its | Give the

first annual essay competition for higbhool seniors in selected high announce
schools. The competition guidelines are the following: ment
Topic: A subject that advances or supports effective businetiagvri Provide
Length: 1,500 words maximum, doubpaced copy detalils.
Deadline: Postmarked by Saturday, March 18, 20xx

Prizes: Prize package of $10,000 for students and teachers

The awards are spelled out on the enclosed entry form andelease. The| Discuss
benefits for your students, for your school, and for you are the following] benefits.

1 Every student entering a credible essay will receive a certificate of
achievement recognizing his/her accomplishment.

1 Finalists will receive national recognition firemselves, their teachers
and their schools.

1 The best essays will be published in a brochure for national circulat

1 Participants will both write to learn and learn to write as a result of tl
essays.
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The best way for your studerttswin is to assign the essay as a course | End with a
requirement or for extra credit. To participate, fill out the enclosed docur| positive,
and return the packet to the above address by January 10. Good luck tq forward-
and to your students. looking
statement.

6. Transmitting Something Enclosed with or Attached to the Transmittal Documerd For

our purposes, the wotdansmitrefers to the sending or conveying of someagtinom one person

to another. Eail messagés when they introduce attachmetserve this purposdransmittal
documents, which are often calledver documenthave many use$hey range in length from

a few sentences to several pages. Lengthy transmittal documents usually sound like very official
documents that accompany, explain, or justify the material being transmitted.

In reality, a short note is sometimes appropriateaiesmit something and may involve only a

line or two. But when a longer message is prepared, it is typically written in a direct sequence.
Thus, in the opening paragraph, the writer refers the reader to the material being transmitted.
Appropriate detailselating to the transmitted material are given in the middle paragraphs. And
the final paragraph expresses a confident look to the future or an offer to give further assistance
or information. These longer transmittal messages may be in letter, meemaildiormat.

The following transmittal message i s atypical
student writer to his or her instructor

Attached is the report you requested in November recommending Transmit the

ways to improve the parking situation at Utadiley University. document.

We researched various ways to decrease automobile traffic and | Summarize the
reallocate stalls. Our conclusions include the following conclusions and
recommendations: recommendations.

1 Promote nofmotorized commuting

1 Utilize carpool and rideshare solutions.

1 Market UTA (Utah Transit Authority) to students
f Utilize new land for parking

The research was completed using the UVU library database and Mention any points

sever al uni v eWesalsd intesveewedtade\pShis 1 t | of interest.
facilities manager at UVUand appreciatber insightful and timely
feedback.

Thank you for the opportunity to complete this report. We learned Thank the reader
about ways universities can promote carpooling and biking. If yoy and provide contact
have any questi@about the content or sources for this report, ple| information (if
contact our team at (801) 58212. necessary).
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Direct-Request Messages

When you need to request something from your reader, the first thing you should do is determine
whether your reader will routinely do as you request or will have to be persuaded to do as you
request. Procedures fpersuadingyour reader to do somethingeazovered later. Procedures

for routinely requesting your reader to do something are covered below.

When the main purpose of your message is to ask your reader to answer questions or do
something of a routine nature, your best approach is to write & tkepeest message. The direct
sequence is normally used with the following routine situations:

1. Inquiries
2. Complaints and requests for adjustments
3.  Other situations involving routine requests

When the above situations are considecedine, the resulting direcequest message will have
the following sequence and components:

1. Main idea (why you are writing the message)
2. Explanation (details to help the reader respond)
3. Closing (including motivation to do whatever actierdesired)

1. Inquiriesd Routine inquiries typically concern inquiries associated with people or with
products or services.

People One routindgnquiry situation you might face concernipgopleis to request a letter of
recommendation about yourselfypically, such recommendation lettexmntain confidential
informationand therefore you may never read the resulting letters.

If you do decide to write a letter requesting someone to prepetteief recommendation for
you, youshould state what the recommendation is for. If you have any question about the
recommendation writer knowing who you are, you should refresh his or her memory

Review the followingnessagéhat was written by a forar student to one of her college
professors.

Please write a letter of recommendation for me as part of my applicg Ask for the
for admission to the Widstoe Law School at Southern University. Thq letter.
instructions for preparing and mailing this letter are includetan t
Widstoe Law School materials that accompany this request.
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You may recall that | took two accounting courses from you. During | Remind the
semester two years ago, | took Accounting 210, Principles of Accour reader who you
and during last wintesemester, | took Accounting 320, Introductory | are.

l ncome Tax. I conscientiously ¢
these courses.

| visited with you in your office several times concerning questions a
course content and §&rmembgenmeasthes
student who missed Friday classes about every third week because
traveling commitments as a meml
Team.

| am the student who arranged for you to speak to our Beta Alpha P4
Club about the rolef accounting as a major for students interested in
going to law school. In fact, your comments convinced me to attend
school after completing my degree in accounting.

Please note that your letter should be attachduketernclosed reference | Include

form from Southern University. |[instructionsand
interested in an assessment of my academic abilities from the persp( contact
of one of my undergraduate professors. You can reach &td-221- information.

0566 if you have questns. Thank you for your assistance.

If you ever request someone to write a recommendation for you, you should help your reader in
such ways as the following:

1 Remind your reader who you are and what yamsociations have been with your reader.

1 Give your reader specific instructions about whom to send the letter to and the date by
which it must be sent.

9 I'f your readerods | etter is supposed to inc
reflection abouyour dependability or dedication, help your reader with these content
needs by citing instances that support the needs.

T Include any other content about yourself that might be useful to your reader, such as your
major; your gradgoint average; positionoy have held and dates employed; honors
you achieved; evidences of involvement in extracurricular activities; a statement of your
goals and objectives; and things you have done that reflect such qualities as leadership,
dependability, initiative, motivatim and dedication.

In your career, you will likely find yourself in an opposite situation in which you are the person

who routinely requests someone to give you information about a current or former employee or
acquaintance. For example, assume you a&@ithspective employer, creditor, lender, or

organizational officer who is reviewing an applicant for a specific reason. You can safely assume

t hat your readerdéds reaction wil/ be one of ne
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situation, you wold state your request in the opening paragraph. And you would, of course,
include the applicantds name and the reason vy

Thedetails section of your request letter should include such information as the following:

1 Details about theequirements of the job, credit, loan, membership, or scholarship for
which the applicant is being considered.

T Appropriate questions that state exactly what you want to know about the applicant. (At
that point in your career, you should be aware of questizat cannot be asked if they
have any potential of reflecting discrimination.)

Products and servicesAnother routine inquiry you might face, whether as a consumer or as a
businessperson, is to seek information alpootiucts and services

If your inquiry is written to the seller of a product or serdiceuch as a manufacturer, retailer,
healthservices consultant, or recreatioffi@tilities managéy the addressee will probably reflect

a reader reaction of neutrality. Perhaps you want a free cataldgedigt, or general

information about the product or service. The direct sequence is applicable in these situations.
For example, the following product inquirgflects the directequence:

Please send me information about your line of Footsweet walking Request information
shoes. | read about them on the Internet, but | need answers to tlf in the first sentence
following specific questions:

1. Will your shoes truly match the shape of my feet? Ask yourquestions.

2. What tangible evidence do you have to support your statemer
that Footsweet shoes encourage and support healthy walking
habits, revitalize the feet, and prevent walking fatigue?

3. How is the arch support in your shoes different from the arch
support in other shoes?

4. What is the address of your nearest dealer?

I look forward to receiving the information | need and a general | End with a positive,
catalog along with your response. forward-looking
thought.

Frequently you will send messages to buy products or services. In this case, the reader will be
happy to comply. This is a goatws request and requires a direct approach.

Will you provide audio visual support at our company retreat on June | Ask for what
We will be meeting at Big Seed State Raidn outdoor venuie but need a| you want.
screen, a projector, and severalaqess.
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The meeting will be held in the Devereux Outdoor Theater from 9 a.m] Provide

p.m. Around 300 employees will be attend the meeting and presentati{ necessary
Please plan to provide a screen and several speakers so everyone in | information
will be able to easily see and hear.

Please send your quote to me by Friday, April 30, so we can finalize o| Refer to

plans and coordinate the details. requestgive a
deadline.
2. Complaints and requests for adjustment8 You 6r e nor mal I f you occa

yourself dissatisfied with a product, service, or policy. In such situations, a good procedure to

follow is to write a complainbr claimmessagé€Exhibit 3.20). The sequence for such messages

is usually the direct (deductive) sequence, a
neutralityl f you feel the readerds reaction will be
to write a persuasive claim, which is discussed later.

Situations that call for a directaim sequence are those that involve defective materials, poor
workmanship, malfunctioning parts, soiled merchandise, or merchandise that is different from
what was orderedClaims about services typically include discourtesy, carelessness, clerical
errors, broken promises, or delivery blunders. When you write a complaint message, you will
often include a request for some kind of adjustment. In general, although routineinbmpla
messages usually elicit a neutral reader reaction, businesses and organizations are interested in
pleasing people and therefore will seriously consider the requested adjustment.

If you write a complaint message, you will be wise to put yourself istibes of your reader. In
doing so, you want to state all the pertinent facts logically and courteously. And you will want to
avoid comments about who may be to blame; instead, you will let your reader determine causes

of blame after you presentspecifc€ t s as you see t hem. I f you ca
poor service, you will want to make clear that you are doing so because you think the behavior is
not reflective of -relétienspolicesnés typical customer

Beqin a routine claim with theain idea(seeExhibit 3.20), which will probably be your request
for an adjustment or correction of an error or oversighe situation will dictate whether you
want a refund, a free replacement, free repairs, a reduction in price, a change in policy or
procedure, a credit to your account or credit card, etc.

In the details sections of your message, include all the facts so the reader can fully understand the
nature of your claim. As appropriate, include your account number and the dates involved. And
reflect the ya attitude to show reader benefits.

The following complainbr claimmessage reflects the above suggestions. It will undoubtedly be

read by an employee who deals withims As such, the reader6s reac
neutrality because he companyés products are such that a
writer will gain nothing by being offensive or negative. Notice once again the direct approach
reflected in the main ideabs appearance as th
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Please replace five of the ten Red Passion rose bushes | ordered last sp| Request the
Your invoice No. H99425 covers my order, and a copy of that invoice is | adjustment
enclosed.

As soon as | received the order, | planted the rose bushes acdorthirg Explainthe
i nstructions you sent. Al though- {situation.
killing frosts after | planted the roses. They seemed to do well for about fq
weeks, and then five of them slowly deteriorated. By the middle of July, fi
of them withkered and died. The other five are unusually healthy and are t
reflective of the higkguality rose bushes for which Padukah Roses, Inc. is
famous.

| prefer replacement plants rather than a refund. Two of my neighbors ar¢ Refer again
thinking of planting Red Passion roses but are waiting to see whether the| to the
remaining plants survive our hot summer. | assume you will replace the | expected
defective bushes eithdhis fall or early next spring, and | look forward to | resolution.
receiving therd orarefundifreplae ment s arendt an (

3. Other situations involving routine request® As a business professi on:
numerous situations where you will writeessagethat involve routine requests. The situations

are so numerous and varied that space and time will not permit our discussing them. The

important thing to remember is they are best written in a direct sequence with the main idea in

the first paragnah, explanatory details in the middle paragraphs, arabaropriate closing

paragraph that typically refers to the main idea and ends with a friendly, felowdidg

concluding sentence or two.
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Persuasive Messages

Messages whose intention is to persuade someone to believe something or to take a specific
course of action commonly elicit a reaction of indifference. Sakssage are a classic example

of message that elicit a reaction of indifference. For a moment, think about thersaksage

you or members of your family receive, and then think about your reaction or the reaction of
your family members to those salegssage In general, because the reaction of readers of sales
messageis one of indifference, the readers of such messages must be persuaded to take the
course of action the writer specifies.

When we examine the sequence and content of a typicahsesssigewe find that the basic

approach is an inductive sequence in which the main idea is presented toward the end of the
message. Remember that the fAmain ideaodo is the
salesmessaggethe main idea is the request fpecific action the writer wants the reader to take.

As indicated earlier, whether the message is a persuasive request onazesabagethe typical
reaction of a reader is one of indifference. Simplistically, the sequence and content
recommended foa persuasive request are the following:

Openingd Get t he readerdés attenti on.

Bodyd Appeal to the needs of the reader to promote the interest of the reader, explain logically
the rationale that supportstherequast, ous e t he reader 6s desire to
conviction that the reader should somehow be involved.

Closingd Ask the reader to take specific action that fits the situation.

The sequence and content recommended for s@esage and persuasiveqaests are

essentially the same, although the writer of a sakessagevill probably emphasize a central

selling point either in the attentiayetting opening or in an interest/ngagbmoting paragraph in

the body and, if appropriate, will introduce pratea strategic point. A central selling point and
price information may not be appropriate content for persuasive claim regodgisrsuasive

favor requests.

Assuming normality of human behavior, behavioral psycholegisggest the following
sequence and content of messages that elicit a reaction of indifference:

1. Say somet hing to @ étmake thereades putaside dtber thoughteant i o n
concentrate on thimessage

2. Introduce the product or ideand suggest how it will help.
3. Give enough evidence to convince the reader that the proposal will help her or him.

4. Encourage the reader to take the action necessary to get the benefits described.
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The recommended sequence and content of message8dita reaction of indifference

commonly follow theANSA organizational plan, which has four phasesAttégntion, (2)Need,

(3) Solution, and (4)Ac t i ANBA, i of <cour s e, i's a memory devi ¢
recommended sequenard content for persuasive messages. Be aware that other business

textbooks may have different names for the content of each section, for example AIDA for

Attention, Interest, Desiréction; however, the contentile same as with the ANSA

description wewill follow here. The following comments will help you understand better the

purpose and content of each phase of ANSA, the persuagissage organizational pattern.

1. Attentiond As you begin your persuasive message, you shoutd ttgnvince your reader

up front that you have something worthwhile or interesting to say. The opening sentence or
sentences, therefore, should get the attention of the reader, which in turn causes the reader to
want to read further.

2. Need Inthe need phase, you decmean appeal to emotions or logic and then say things

to establish the relevance of your message, which will build interest in the reader. You appeal to
needs the reader has relative to what you will ask the reader toydoriaction requestou can

also mention benefitén this section, you should continue with content related to the attention
getting opening as you expand on that opening. Your objective is to cause the reader to think,
AThat 6s i ntermeestwingh, ncyampriotb lheemsp or needs ?0

3. Solutior In the solution phase, you present a solution that addresses the needs the reader
has that you just brought to his or her attenind benefits of the solution that will meet those

needs You should deal with resistance by trying in advance to anticipate questions or issues your
reader might be thinking about. Your comments in this phase should result in a desire on the part
of the reader to participate in the benefits the solution offers.

4. Actiond In the action phase, you state the specific action you want the reader to take. And
you should make the action edsyguch as a request to respond by telephone or to send the
response in a preaddressed, posfzié envelopeTheclosing section also provides an
opportunity to reinforce the benefits the reader will redliam taking the specified course of
action.

As you can see, the ANSA approach is a classic example of an inductive (indirect) sequence. The
fimai n i desaddn (wchwebdrreeawr i ting the message) is to
course of actionThat action request comes at the end of the medsatgr the writer has gotten

the attention of the reader, has promoted the interest of the reader in theenti@ssagh

addressing reader needs, and has created a conviction that personal involvement is important or
necessary.

1. Getti mttentbnide one anhgr @s k, AWhy i s getting t
necessary in persuasimessage ? 0 and fAHow do | get his or her

are the reader ofmessagéo which you think your reaction will clearly be one of indifference.
What does it mean t ocomentofiaibusithass niegsadgpicalo t owar d
answersto that question are the following:
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| have a lack of interest, enthusiasm, or concern focahé&ent of this message
This messages of no importance or value to me one way or another.
Thecontent of this messag®es not concern me or interest me oag wr another.
| have no preference for nor prejudice agaihstcontent of this message

| am reither interested in this messag® concerned about its contents.

= =4 =4 -8 A

Obviously you can see a similarity of content among those responses. dbstassly, you
should realizeyoumuseb fij ol t ed 0 ghe pnecds® oflchanging youraattittide of
indifference.

The behavioral psychologists tell wus that the
get their attention. How do you getsomeans att enti on when that #dAsom
attitude of indifference (fAassuming commonal.i

You have many choices from which to choose. In the opening paragraph of any persuasive
message, you can use one of the follovapgroaches to get the attention of your reader:

1 A question Are you aware that four children have been killed in the
past two years at the Redwood Road and Tweatyenth
South intersection?

1 A news announcement AA burgl ari zed nhchame ofbeang a 50 p
burglarized again, 0 acbadyr di ng
Tribune Because you experienced burglars in your home
t wo months ago, youbre probabl
prevent your home from being burglarized again.

1 A proverb According to Ben Franklin, @fA
earned. o

1 A quotation P. T. Barnum has been quoted a
born every minute. o At the Ric
our fAsucker time, 0 we say, ATHh
born every minute. o

1 A what-if opening What if you could directly influence the lives of 50 students
who will enter the work force one year from now?

1 A bargain Labor Da¥orsDAVywoat Shaanbés Sh

you can get two shirts for the prioeone when you visit
Shaunés on Labor Day.

1 A solution Mandating a drudree zone at Legacy High School has
reduced the presence of drugs on campus by 95 percent!

1 A personal experience Everyone in the northeast sector has been miserable many
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timesthis summer because the nigime skunk odors have
permeated the air so frequently. Right now, can you bring
to mind the misery you felt night after night when you were
awakened by the noxious odors wafting through your open
bedroom window?

1 A compliment Your training seminar on effective sales is among the best
|l 6ve ever attended!

1 A startling announcement More teenagers in our valley died last year from suicide
related incidents than from all other causes!

1 Astory Let me relate a storgbout one of our local high school
students who wanted desperately to participate in the
National Technology Competition in RochesteryNéork.

1 A split sentence Pictureforamoment.the smi |l es on our emp
faces when we unpack our new laptops.

Otheropeningg| i mi t ed onl y by ©lrealsoposstble.Albssich openengst i v e n
are used to get the attentionofthe ader i n an effort to induce t|
such openings, when writteeffectively, reflect the you attitudey fAr eachi ng out anct
the reader and making the reader an inherent part of the message as a result of the opening
pararaph of thébusiness messag8ome of the above examples are more effective than others

in drawing the reader into the message by personalizing the attention getter through using the
word fAyou. 0

Whatever attentiomgetting opener we choose, our choiceudti@eal appropriately with the
following questions:

1. Is the attentiorgetting opening related to the content that follows® opening must
suggest a relationship between recipient and product. It must pave the way for the rest of the
letter. The senteces that follow the opening must grow naturally from it. If a reader does not
see the relationship between the opening and the appeal that follows, she or he may react
negatively to the rest of the message.

2. Does the opening naturally lead into an mduction of the appeal that followsPhe reader
should clearly see the connection between the content of the opening and the content of the
appeal.

3. Does the attenticgetting opening reflect the yaititude?A reader with a reaction of
indifference w | | naturally be t hi Rewipegoglewillpudboesat 6 s i n
course of action just because doing so will solve a problem for someonéhedsefore, the
opening should reflect the yattitude by bringing the potential needs or interesthe
reader into the content of the operdnthuspersonalizing the content of the attention getter
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4. |s the attentiorgetting opening interestingPe s, t he openi ngds pur pose
attention; but it should also be interesting to the readeroitent should induce the reader
to want to read ah and that has a better chance of happening if the reader is interested in the
content of the attentiegetting opening. In coming up with interesting content for the
opening, a writed tnusdo fitrleea db & shte jreetadpassi bl
which the reader will be interested.

5. Is the attentiorgetting opening shortPhe opening paragraph containing the attertion
getting opening need not be long. Sometimes one sentence is adedia&te sbme writers
use only a few words in the first line and then complete the sentence in the paragraph that
follows. Readers just naturally will more likely continue past the opening paragraph if it is
short and does not require extensive time or thopki

2 . Referri mgedéd Ondecdeyowalleavédsyour reader ds at
opening paragraph, you are then ready to move into the paragraphs that promote interest by
referring to the r eaderdérsoknmow malesgndcaeateal se a des
conviction in the reader that involvement is important or necessary. (Notice the action verbs and

the nouns associated with those action vgrtianote interest, arouse desiendcreate

conviction Remembering these actigarbs and the nouns associated with them is a good way to
remember the content for the middle paragraphs of a persuasive message.)

A writer will typically have to write several paragraphs to accomplish the objectives associated

with promoting interest, arousing desire, and creating conviction in the reader. As a writer, you
should first analyze your readers so you can write direztilyjgm. You are then ready to decide

which information to include to promote reader interest by referring to specific reader needs. A

good way to approach this task is to determine the type of appeal you will use. The appeal can be

|l ooked at sas$lanceooti naldo t hat inessagastheiwrad t hr ou
says things that refer to reader needs, arouse a desire to act, and create conviction in the reader
that acting is appropriate.

The proper appeal wi |stanceto the ntessage. Ayyowdevelopaa d er 0 s
appeal, you set out to convince your reader that what you have to offer is worthwhile. A variety

of appeals can be used, but they can be categorized as either emotional appeals or logical

appeals.

Emotional appealsd e al wi th your readerdés feelings and
themes associated with prestige, belongingness, loyalty, glamour, excitement, and goodwill.

Logical appealsd e al wi th your readerds rational perce|]
associated with efficiency, durability, economy, safety, convenience, and dependability.

For example:
Emotional:  Our facilities at Snow Canyon have been built to reflect arremwvientally

conscious development that preserves the desert beauty of the land inside of and
adjoining the golf course.
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Logical: The Snow Canyon Golf Course is anlide Johnny Miller Signature Golf
Course that will satisfy the playing needs of both mea&nd novice men and
women golfers.

Appeals are used to promote reader interest and are most commonly positive in nature. That is,
positive appeals stress the benefits of accep
negative appeals can also bfeefive. Negative appeals stress the bad things that might happen

if the writerds proposal i's not accepted.

Some things just naturally lend themselves to either a positive appeal or to a negative appeal.
Other things can support either a positive or aatieg appeal. When you decide upon the appeal
you will use, you can then test it from both a positive and a negative perspective to see which
you prefer. Which of the two do you prefer in the following?

Positive: By contributing to the Boy Scout fund, yauill help ensure that our boys
effectively bridge the gap between childhood and adulthood.

Negative: Donét place a stumbling block in the pa
contribute your share to the Boy Scout fund.

In general, a positive appl is usually preferred to a negative appeal. Therefore, unless you can
clearly see the benefits of a negative appeal, you should typically stick with a positive appeal.

The most effective appeals refléloe youattitude and focus on benefitshether dvious or

subtle, to the reader. Your knowledge of the reader combined with an appeal that is tailored to

the reader will do much in promoting interest on the part of the reader. And a good appeal
establishes the fcentr abivesteelwtiteradearly markedt@l of t h
to follow in using this central selling point as a guidepost for direction throughout the rest of the
message (especially in salegssage).

Answering the following questions will help you prepare an approprigiesp

1. Does the appeal f e eTheditendotgettngdpeningsioouldléad r eader
naturally into the appeal in terms of content and style. Essentially, that means the reader will
clearly see the relationship between the content of the opening and the content of the appeal.

It also means the wdr hasused transitional words or phrases effectively in connecting the
content of the opening with the content of the appeal

2.1ls the appeal associ at eliwewanttdhintraduce Guaideaoron enyv
product in an interestingway,e wondét merely begin by descridt
the reader in the process. We do that by placing the idea or product in the mind or hands of
the reader and talking about the readerds us
gets aclearer picture than the one that comes from a mere idea or product description. In
addition, the scenario becomes even more intriguing when the reader is theHeeome
who becomes the performer of any action rather than the one who is acted upon.
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Actt ve voice is clearly a part of, awodatti mak:
person, rather than a thing, the subject of most sentences. That is, in a selling environment,

we ol | be mor e s ucc eaosgraddctdoesthan & WwelmerelgselMifieat an
idea or the product.

3. Is the appeal designed as a central selling point that will meet a need of the réater?
attentonget ti ng opening doesnodot introduce a di st
one. This distinctive feature can be | ooked
the idea or product can be alluded to, but they in tuonldrsupport the central selling point.

Sometimes the appeal is presented as a central selling point in the atfettiiog opening.
More often, however, the appeal is part of an intguestnoting paragraph that follows the
attentiongetting opening pagraph.

If the central selling point is not part of the attentgwiting opening, then it should be placed

in front of the reader as soon as the idea or product is introduced to the reader. Hundreds of
central selling points that will meet reader neadspossible and include such things as

improved safety, longevity of life, ease of operation, dependability, accuracy, benefits to

society, appreciation of the outdoors, integrity, ethical behavior, and thanksgiving. The

central selling point is introdudesarly and is then stressed enough to keep its feature
uppermost in the readerdéds mind throughout th

The appeal to reader needs and its development as a central selling point should be developed
with one thing in mind promotingthee ader 6 s i nterest. | f the re:
then the reader will likely be induced to read on.

3. Presenting &Solutiond At this point in the message, you present a solution that offers
benefits to meet the needs of the readersatisfy his or her interest that has been built. You
create in the reader a desire to respond positively to the action request you are about to make.

The youattitude is very important in a persuasive message. As noted earlier, while reading a
message, a reader will naturally say, AWhatos
reaction to your action request at the end of your persuasive message will depend in large part on
your success in matching reader needs to reader bebefits. i r e t o participate,
the action request, is aroused and conviction
what 6s in this for me, and | want to be a par
evidence that the solot you offer meets reader needs and offers appropriate reader benefits.

The following guidelines will help you present convincing evidence as you outline the solution:
1. Continue to emphasize the central selling point introduced in the apfmal. mesage
should reflect a fAthread of -gettogdpénimgji t yo t hat

continues through the appeal that introduces the central selling point, and then continues
throughout the rest of the message.
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With the reader in mind, you haveaded upon the content of the opening and the appeal.

As you write the rest of the message, you should continue to emphasize the central selling
point that was introduced in the appeal. You
consistently supports tleentral selling point. Although points other than the central selling

point may be brought into the message, they should be presented and used in connection with

the central selling point.

. Use objective languag&entences that are put together with specific, concrete language are
more believable than sentences containing unsupported superlatives, exaggerations,
unsupported claims, incomplete comparisons, or flowery language. As a writer or as a reader,
be wary ofunsupported subjective statements that lack credibility and sound like high
pressure sales talk. They do little to build interest in the reader or a desire to act. How

beli evabl e -taalek satcaht edimearitesso as t he foll owing
Unsupported
superlative: The DentJet is the best dental water jet on the market.

Exaggeration: | can think of at least a million reasons why you should invest in a DentJet.

Unsupported

claim: The DentJet is capable of totally eradicatiyugn disease in the world.
Incomplete

comparison: The DentJet does a better job of getting to the places brushing can

miss.

. Use specific, concrete languad®eaders often do not believe what they read if writers make
general statements without supporting them with factual evidence. For example, compare
these two versions:

Without factual evidence: The DentJet is the solution to gum disease.

With factual evidence: Three out of four people in America have gum diséaaed

DentJet can help resolve that probl em. Il n f a
in mind. The DentJetds 2,700 pulses per minu
And the oral irrigation reduces gingival inflammation and removes food debris. Even if you
arendét among the 75 percent with gum di sease
casualty.

Evidence that is used not only mbstauthentic but also musbundauthentic if the writer is
to be successful in arousing desire and creating conviction. The language of the writer who
talks about three out of four people having gum disease sounds authentic.

. Use testimonial®One way of arousing desire and creatingwction about an idea, product,
or service is to give concrete evidence that other people like it. That is, you can use
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testimonials by telling what others have said about the merits of the idea, product, or service
in question.

Use guaranteessuarantees are often useful in arousing desire and creating conviction.

They, of course, may consciously or unconsciously reflect both negative and positive

elements into the picture. By expressing a willingness to refund money or make an exchange

if dissatisfation occurs, the writer may express a negative thought by suggesting potential
problems may arise. The writer must be careful to word guarantees in such a way that the
guarantee adds to the reader 6 smaebsagehfor e t o act
example, AWedre so confident that the DentJe
include aongearfullr ef und guarantee with every purcha:

As a close substitute for the guarantee, the writer might be willing to extend a free trial to the
reader. By doing so, the writer suggests confidence that a free trial will result in a purchase
and that the product or service will meet the conditions of the guarantee.

Use an enclosurer attachmentEnclosure®r attachmentare often useful in heipg build

the reader 6s i nt er eosdttachmentan contaimcgnsidesaBlynome e ncl o
information on reader benefits thabasic business message such as an email or letter

using an enclosurer attachmentthe writer can refer to iaite in the message after most of

the evidence has been given. The language used in referring to an ermi@taehmenis

i mportant in building the readerdds interest
following:

Weak:Enclosedor attachedyou will find a copy of our publicity brochure.

Improved:The enclosedor attachedpublicity brochure will explain the full range of
personal services offered by Timp Spa and Fitness Center. Browse through it to see what we
offer in connection with body cay hydrotherapy; facial, hair, and nail care; and much more.

Introduce money issues strategicalgsues related to money must often be dealt with when

the writer is trying to build interest in th
is a central selling point in connection with the idea, product, or service, the writer should

introduce price early in the message. Otherwise, the writer should not mention price until
everything else has been done to arouse desire and create convidipncershould then

be subordinated or deemphasized.

Some suggestions for introducing money issues strategically are the following:

a) Deal with price in small unitsThe writer could introduce price in terms of individual
units or in terms of cost per day.

b) Show the prospective money savirfjfhe idea, product, or service will result in dollar

savings, that information may be strategic in building reader interest and should be
capitalized on.
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c) Do a price comparisorif the price of the idea, product, service is superior to the
prices of competitors, these dollar savings can be a strategic element in building interest
in the reader.

d) Point out the bargain nature of prickloney bargains typically do much to arouse reader
interest in an idea, product, service. For example, the writer can point to a-thrirel
reduction in price or talk about a special discount if the reader acts immediately.

e) Associate the price with reader benefithis suggestioms especially worthwhile in
building reader interest specific reader benefits are associated with price. For example:
AThe $8 annual me mb e r s h i Millenhial &ravelsardl udes a s
Travel er.séYoBwdllletalns o h av eublewatiang seminarspandd 0 z € n S
Internet informatb n . 0

4. Making anAction Reques® The final paragraph of a persuasive message reflects the main
idea of the messadethe reason for writing the persuasive messabe.main idea is to state a
request for appropriate actiontie taken by the reader.

The request for action will be effective if the writer has done an appropriate job of presenting the
solution in a way that builds reader interest
the reader reaches the point where he or she saydsuchtys as Al want to hel
bel ong to this organization, o0 fAl want to part
DooDads for myself, 0 the next natural thing fo
the appropriate acticio satisfy the need the reader feels.

Good requests for action should be strong, specific, and straightférwagening, of colse,
that the request should be simple and easy to under3iaadollowing five elements should be
incorporated in a strongffective action request.

State in imperative mood the specific action to be taken
Make the action easy to take

Refer to an incentive for taking action

Offer a time frame for quick action

Reflect confidence in asking for action

arwnE

Below, each of these elemts is discussed in more detail.

1) State in imperative mood the specific action to be takénThe reader should not have to
Afigure outo what action to take. Therefore,
specific and stated in imperative atb For example:

1 Call me at801-221-0566 by the end of next week to confirm your willingness to speak to
our club.

1 Return the enclosed reservation card today to confirm your interest in attending the
seminar.

1 Fill out the enclosed postagaid cardand return it today.
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2) Make the action easy to také Readers will naturally resist taking action if the action is

difficult to pursue. In making the action easy to take, the writer should think of things that might

be done to accomplish that goal. Forrapée, depending on the circumstances, the writer might

make a phone line available 24 hours a day; provide-tolle e number so the r ea
have to pay for a londistance telephone charge; include a postageé return envelope that is

already adrkssed to the writer; use a preprinted form that contains the name, address, and other
appropriate information about the reader; or, where appropriate, design a questionnaire that can

be quickly and easily completed.

3) Refer to an incentive for taking a&tiond Psychologically and logically, readers tend to act
as desired if they are offered an incendive fi r edvica takihg the specific action. That
reward can be very subtle, or it can be very tangible.

Subtle incentived One type of incentive can be assbed with the emotional or logical appeal

used earlier in the message. For example, an emotional appeal may have been used involving a
theme associated with prestige, belonging, loyalty, glamour, excitement, or goodwill. The
incentive can be linked to tieemotional appeal. For example:

1 Imagine the increased prestige your company will experience when members of
the public hear about your sponsoring a disabled youth at the Special Olympics.
Call me today af02-221-0566 to confirm your support.

1 Pleasecallme &02221-0566 to confirm your companyos ¢
the Special Olympics.

When an emotional or logical appeal is used early in the message, the writer clearly should

allude to that appeal at the end of the message. A naturafwayng so is to tie the appeal into

a Arewardo associated with the appeal. The wr
message by tying things together throughout the medsaltyan relation to the appeal developed

at the first of the mesga.

Tangible incentived A moretangible incentive to encourage action can be offered. Examples of
tangible incentives include the following:

1 A discount offered to the first 50 customers or to everyone on the first day of the sale.
1 An upgrade for thoseho purchase by a certain date

1 A great buy on a related product for those who purchase a specific item

1 Offers of free refreshments or a chance to meet a celebrity

4) Offer a time frame for quick actiond With persuasive messages, a writer naturally wants

action; but quick action is almost always preferable to slow action. So an effective action request
suggests a time frame for acting to encourage quick a@iocourse the longer the reader waits

to teke the action specified, the less likely the reader will be to act as the writer desires.
Language such as the following can be consi de

1 Act by May 17 to be eligible for the eathyrd reward.
91 Place your order now wiglthe present supply lasts.
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{ Call me by Monday, the" so | can tell our team that evening whether we have a

sponsor.
1 Confirm your order this week (by November 28) to ensure getting it in time for
Christmas.
Note that the word Anowd in Example 2 is not

immediately but leaves open when the offer will end. This kind of indefinite time frame can
result in the reader delaying action, thinking he or she has some taueltefore the offer ends.
And then, while putting off acting, the reader may forget to act at all.

5) Reflect confidence in asking for actiod You dve pr obabl yulflingar d about
prophecydaedredtingl fbehavi or ated with theattribateod c| osel vy
confidence in oneself.

Psychologically, if we tell ourselves we can do something, we have a better chance of being able
todoit(seff ul fi Il 1l ing prophecy) than i f we tell our
defeatingoehavior). With that in minda writer should reflect confidence that the reader will act
asrequested Ther ef or e, #yoowantsotparticipatee.rmot shapaysu il

agree to participate..0 seem to refl ecautcomeak confidence i

As you can see from the above comments, the last paragraph is a singularly important part of a
persuasive message. For appearance and emphasis purposes, the last paragraph should be
relatively short. At the same time, the writer faces the tak#8gciding how to state the specific
action, make the action easy to take, refer to a reward for taking action, offer an incentive for
quick action, and reflect confidence in asking for action.

You will do well if you remember the ANSA approach when ywiie persuasive messages:
A Get attention
N Refer to readero6s needs
S Offer a solution
A Ask for action

To see how the ANSA approach has been used in persuading Lehi City to purchase an Asphalt
Zipper to use in road construction, refeExhibit 3.21.
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Exhibit 3.2160 Sample Persuasive Message

Asphalt Zipper Company

831 E 340 S Suite 100 / American Fork, UT 84043 / (801) 847-3228
K&Jagents@asphaltzipper.com

October 19, 20xx

Mr. Richard Armstrong, Director
Lehi City Public Works Department
120 East Center Street

Lehi, UT 84043

Dear Mr. Armstrong:

As the director of the street department of Lehi City, you are out on the streets every day
working to maintairthe quality of the roads. Did you know that saw cutting, chunking, and
hauling asphalt away is not a completely efficient or economically beneficial method of street
repair? Do you want to save time, labor, and money when completing your street rapairs an
utility work while also benefiting the environment?

Lehi 6s Public Works Department -repaiengessbatthatac hi n
is still affordable with its budget constraints. The Asphalt Zipper Reclamation Attachment allows

you o do an efficient, durable, and economic repair on your asphalt by grinding your existing

street material and recycling it into your existing base.

Your roadmaintenance department will realize the following benefits by owning the Asphalt
Zipper:

1 Move yaur equipment easily from jesite to jobsite at no cost

1 Patch and recycle futlepth in minutes rather than hours

1T Repair Lehids roads in an environmentally
1 Save an average of 5 percent on all streeepair or utility work

1 Complete foutimes as much work as you are currently completing

Call us at our tolfree number 8866-760-7840 now for a free demonstratiofou have to see

this machine in action$tart saving time, labor, and money in your road repair jobs. When

scheduling your demonstration, give our custoserr vi ce representative th
customero to receive a 10 percent discount on
days of the demonstration.

Sincerely,

Kristal Kareh
Utah Area Sales Representative
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Bad-NewsMessages

Badnews messages can be written using either a direct or an indirect approach. However
focusing on keeping the ualefalldnearbéasg plandhatdsss thel , a
indirect approach

The Direct Versus the Indirect Approach in Bad-News Messages The main ideaf

a badnews message is to convey the bad news tothe fedder s ay fAno fabad The wr
news message must decide whether to follow a direct approach or an indirect approach in

preparing the message. In a direct approach, the bad news is given up front; in an indirect

approach, the bad news is given after an appropriate explanatimreasons that justify the

bad news.

The direct organizational approach for a{m&advs message is as follows:

1. State the bad news up front.

2. Explain the reasons that justify the bad news. If possilbd@ropriate, offer suitable
alternatives for the reader.

3. Close with a positive statement that maintains a friendly relationship between the writer and
the reader.

The indirect organizational approach for a{n&svs message is as follows:

1. Begin witha neutral or positive statement.

2. Carefully and logically explain the reasons that justify the bad news.

3. State the bad news clearly and conciselyebgphasize the bad news; emphasize any good
news that fits the situation.

4 . Dr aw tntioe awayefrand teerb@dsnewas bytrederring to an alternative or a related
topic.

5. Close with a positive, forwarlboking statement that maintains a friendly relationship
between the writer and the reader.

How do you choose between a direct approach awdarect approach for a batews message?
Perhaps a reasonable answer to that question can be determined if you put yourself in the shoes
of the reader and ask whether you as a reader prefer a direct or an indirect approach.

That i s, t hadeaxpedaimms sbald largely determine the sequence that should be
used with a bathews message. A direct sequence is usually justified under the following
conditions:

1 If the bad news involves an insignificant matter that is routine in nature. Ifritez van see
that the reader will not be emotionally involved and therefore not seriously disappointed with
the bad news, then a direct approach is probably justified.

T 1f the reader clearly expects a i hadthe r e
reader wil | be extremely surprised if t
direct approach is probably justified. This thinking is typically applied to theypptication
process when job seekers have applied for jobs andycearéct to be turned down.
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1 If the writer wants or needs to emphasize the bad news. For example, if the writer of the bad
news message has already refused a request once, segeehce message might be
desirabl e to str ess rcefll manien Awritenshosld rioguseai n a v e
direct approach if the intention is to spitefully hurt, irritate, or discredit the reader.

1 If the writerreader relationship is clearly either extremely close or extremely poor. That is,
you might consider a direepproach if your relationship with the reader is so close that you
can assume the continued goodwill of the reader. Or you might consider a direct approach if
the relationship with the reader is so strained that the reader will be offended by not getting
the bad news up front.

The conditions given above, however, are not true of moshéas situations. Therefqné

writers assume commonality of human behavior, they will typically follow an indirect sequence
in preparing baghews messagdsespeciallywhen they must convey bad news to subordinates,
customers, or readers whom they dondot know

In an indirect approach, we present the reasons that justify the bad news before we state the bad
news. This approach emphasizes the reasons for the bad newshathtée bad news itself.
Essentially, we should use an indirect approach if the reader is emotionally involved in the
situation, will be greatly displeased by the bad news, or in any way expects the message to be
one of good news rather than bad news.

As indicated earlieithe reaction of readers to bad news is typically one of displeasure. That fact
suggests the need for an indirect approach to moshéad messageBut a writer might
choose to follow a direct approach in some situations such asghggested above.

The Basic Plan for BadNews MessagegsBy def ini tion, tnews fibasic pl
messages is one in which the writer clearly w
realizes that the reader will be displeased with the bad okthe message. Rather than follow a

direct approach and give the bad news in the first paragraph, the writer will delay the bad news

until an adequate explanation i s given that |
pl anod i n viredt apgraachahat has fout components: (1) neutral opening; (2) explana
tion; (3) main idea, which is the bad news; and (4) original closing that is friendly and forward
|l ooki ng. I n subsequent objectives, otwretéd!l | add

those four components as we modify the basic plan to accommodatewa@djustment
claims.

One of your tasks now is to remember the esse
news message. The following acronym can help you remember.

N = Neutral, related beginning

E = Explanation

M = Main idea, which is the bad news

O = Original closing that is friendly and forward looking

1. Neutral Beginningd As indicated earlier, the basic plan for baglvs messages involves
whatisc al | ed a fineut r an¢ws &iteagon, m neutralgeginning serves adaa d
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protective device that will help soften the shock of the bad news. This type of beginning is an
opening paragraph thatngutral but relevaniThe neutral beginnindsuld help establish a
positive relationship between the writer and the reader and functions as &btfeen the

reader and the bad news to follow.

As you deal with neutral beginnings in baews situations, you can express your appteci
for being thought of, assure your reader of vy
compli ment your reader, or express an under st

Introducing a reader to bad news through a neutral beginning is an aiemaftect sincere
consideration for the feelings of the reader. Using original language and personalizing the
content will help make the beginning sound and feel sincere. Several types of neutral beginnings
are possible, such as the following:

i ze the existence of un

1 Agreemend i We both recogn
|l iday shopping. o

e
connection with ho

1 Appreciationd i Thanks for inforswiomdg dés uaskeo dts wvaxprrad
the Model 10 Regal scroll saw for mge®duct on pur poses. 0

1 Empathy or understandingg i Peopl e rely heavily on their ¢
contact friends and family, take photos, conduct online banking, and do many other things.
We understand the importance of having your phone woskiegl | . 0

1 FactsiNearly 75 percent of the voters along tl
northsouth lightr ai | system. 0

T Goodnew® A The «compl et-soathligharéil syistbneis near and Wwill certainly
result in significant increasesinedestri an traffic past your st

1 Resal®d i Wi t h tshspengion, haadguty, fireproof construction, the file cabinets in
our Regal l ine have satisfied thousands of F

In your career, you will find an opportunity to exhibit a certain amount of creativeness as you
attempt to devise appropriate neutral beginnings fomeads messages. For purpostthe
course and for yowareer, keep the following characteristics of effeativiginal neutral
beginnings in mind:

1 They should beneutrald A neut r al beginning is also known
it signals neither fAyesd nor finod to the rea
statement upon which neither theter nor the reader can disagree. And a neutral beginning,

t herefore, should not imply that a fiyeso res

1 They should be shor® A good neutral beginning need not be long. A short paragraph is
usually sufficient. Whether consciously or unsoiously, readers get impatient when they
have to wait too long to get to the heart of the message.
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They should be relevand A good neutral beginning should be related to the topic of the
message. That is, the reader should recognize that the beginralagad to his or her

previous request. An irrelevant opening may reflect insincerity and cause confusion for the
readed and will probably not accomplish the purpose for which a neutral beginning is

designed. Somet i me s, measagesaléseablein mmectioowithhe r e ad
relevance of the neutral beginning. If the opening content is not relevant, the reader will
guickly deduce that the writer is fAbeating a

interest before reaching the criticaintent of the message.

They should provide good transitio® When you employ transition in your writing, you do
things to fAtie togethero the sentences in a
good neutral beginning provides smooth transitiadmvben the salutation and the paragraphs

that follow the introductory neutral content.

They shoul d be s upp o rotAigeod neatfal begihreng sheul dedpr 6
establish good feelings between the writer and the reader. Therefore, the begjionillg
establish compatibility between the writer and the reader. If the content of the introduction
consists of a demeaning |l ecture or i s negat.
controversial in nature, it will turn off the reader and fail to acd@hiits purpose.

(7))

ne

They should be interesting The content of a good neutral beginning should entice the
reader to fAread on. o0 Presumably, if the cont
interesting to the reader. At the same time, the writer stadtdchpt to assess the needs of

the reader in terms of what interests the reader.

They should not contain trite, outworn phrases and sentenc&@sGood neutral beginnings
typically do not involve such sentengies as 0
reply to your request, o or AWe araolledwriting i
communication fAauthoritiesodo view such writin
are not fresh and original and therefore are boring from overuse amd kdelm establish a

personal connection with the reader.

They should not apologizé Sincere apologies are at times appropriate. But they are not
appropriate in neutral beginnings. If a writer feels strongly inclined to apologize in the
beginningofabath e ws message, he or she should possi
request, and change the message from a Anoo
weakens the explanation that follows and reflects insincerity and lack of support forthe bad
newsdecision.

Leaders in the business world concur that an organization does not need to apologize for any

reasonabl e business decision. Thenewsr i t er has
message as being a reasonable business decision. Tkerefor n connecti on wi t
sentence, the writer should resist any tempt

apologizing for the action taken.
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2. Explanationd Be sure to use a positive, rational approach to presenting the explanation
material in a bathews message. From a content perspective, most of the content afienwsad

message will typically relate to the explanat
explanation.

Il n fAreal | i f e0 wh e n itinga badnevesanessagd) yu vallrundsubtedtyt s o f
think through the situation carefully and dec
reader . | f you deci de t o s ad/andiyowthewnegddou must b

present your justificabin in such a way that your reader will clearly understand your rationale for
the bad new<£Explaining adequately your analysis of the situation will help convince the reader
that your decision is a reasonable one.

Your task in writing the explanation pam of the message is to organize the content in a logical
sequence that naturally cl iSewml@aagraphddnie t he sen
typically requiredfor this purpose, and each paragraph should reflect paragrapé onity one

central thaight is developed in the paragraph.

Throughout the explanation section, you should keep goodwill between you and the reader in

mind. The reader is possibly the one who has blundered and done something that justifies the
AnoO0 response. Bawepwemt weou asltaslicmg finger an
Intentional use of passive voice during the explanation phase is typically appropriate

In addition, you should determine whether your reasons might benefit the reader or someone else
who uses the produot service with which the bagews message is concerned. For example,

refusing to exchange a dress that has been worn might help enable you to offer the highest

guality merchandise to all your customers; refusing to provide copies of documentation might

hdp protect the confidentiality of all customer transactions; or raising the price of a product

mi ght be necessary to upgrade a product in re
words, you should see whether you caitectyou attitudeas you &y out your reasons in your

explanation.

Here are some specific things that shautibe done during the explanation phase:

T Dondét give an eTheecanent bféhe gntird neessage sheuld be relevant to
the reader. If the reader is a mature, competent person, an elementary lecture will be
offensive content. For example, the following sentence that leads into part of an explanation

contains contenhtat i s el ementary and potentially off
business, we must satisfy al/l our customer s.
T Dondét recall the origi maWwe d&kinsoaywp phooiwn tyneeun tf etl a o
barbecue | ighter expl onphevdrywid@dngbagerthatasd your f a
probably not necessary. Such | anguage al so n

T Dond6t hide behind ficompany p dnstead,yalk aboutthefit er ms
reasons behinthe policy or the guarantee and show reader benefits that occur because of the
policy or guarantee.
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T Dondt s ou nUse thirdpemsan,iinmpgrsonal language to stress points in an
inoffensive way. Seconperson language that reflects active voice aatlinvolves the
pronoun fiyouo can easily be offensive becaus
Passive voices clearly superior to active voice when you get to the point of assessing blame
for actions taken

1 D o n 64 negatve language unnecessarilyou can feel negative language when you use
it or read it, but you may still struggle with avoiding its use. Such words as the following
cause conscious or unconscious negative feelings in the minds of reaciezed, canot
understand, claim, damage, defective, delay, dissatisfied, error, fault, inconvenience, regret,
shocked, sorry, surprised, unable, unfortunatahdwrong

As indicated earlier, the explanation that justifies thermaas decision should be the nrajo
content part of the message in terms of number of sentences or paradagitizadnews
situations require several paragraphs for the writer to lay out the reasons carefully and logically

When a writer has done a convincing job with the explanat@reader will not be surprised

with the bad news itself. The bad news, of <co
If the reasons for the explanation have been presented appropriately, the decision will appear to

be logical and reasonalilehe only decision to be made under the circumstances.

3. Main idea, which isthe bad nelsAut hori ti es who tell us how t
as possibleinbadews situations suggest that writers s
needs to prest the bad news clearly but in a manner that will keep the goodwill of the reader.

Keepinmindk hat we need only one sentence to conve)

We can fideemphasize the noo by donesegtentcehe f ol |
refusal:

1. Avoid accusative language

2. Locate the bad newsentencén the middle of a paragraph

3. Refuse in passive voice

4. Refuse in subjunctive mood

1. Avoid accusative languageAs a general guidelin¢he bad news should be stated in
positive lamuagethat stressewhat the writeican do rather than what the writeannot do.
With that in mind, you should avoid such word
Ai mpossible, o0 Aunf or t un avhenlyoy wrie thie seatenceythatsayss n d i

~

Aino. O

The bad news should also be phrased in impersonal language that avoids using the pronouns
Ayouo and Ayouro as part of assigning blame o

receive the benefitheorshes hopi ng f or For exampl e, donét
tires as required in the sales agreemeng..or A You wond6t receive a re
reader is probably responsible fgrtbheayi fimabD
rather than Ayes. o0 But the writer should dist

perceived as a personal rejection.
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2. Locate the bad news in the middle of a paragraph Think about any paragraph you
might read. Emphasis is givémthe content of that paragraph in this order: (1) first sentence, (2)
last sentence, (3) middt&-paragraph sentences. Therefevee ¢ aenmpfihdaes i ze t he n o«
using what is called Aunédmphburg¢gi posibheofnnoi s
the middle of a paragrapbinemphatic position or location merely means that you must embed
or bury the fAnod sentence in the middle of a
the explanation paragraphs. tdmeedatpmoat itchdep ofisniotoi
inside a paragraph so it isnd6t emphasi zed.

3. Refuse in passive voi@ Passivevoiceis clearly preferred for the sentence in which the
writer conveys the bad news by saying fAino. o

Using passive voicetos@iyn o 0 al | ows you as whdoewhatisddingr t o d
the refusing and who or what caused the problem. In passive voice, the suijétiiesperson
or thing doing the action, so tlaetionis emphasized rather than who did it.

For examplethe activev 0i ce sentence fiYou did not send a ¢
give you a refundo is stated in passive voice
refund will not be given. o

4. Refuse in subjunctive moo® Usi ng subjunctive mood to say
the refusal while still making it unmistakably cleds you recall, the subjunctive mood is used
when we say things that are doubtful, contrary to fact, or impossible. For example:

T I would be hired if | applied for the po:
hired because | 6m not applying.)
T I f | were you, |l would apply for the pos

not going to apply for the position.)

Certain verbs designateetisubjunctive moodwvere(rather tharwasg, had, would, could, should,
might andmay. For example:

1 I could take a break. (Meaning: | may or may not take a break, or doubt exists
that 1 6m going to take a break.)

1 John should apply for the positigiMeaning: John needs to apply for the
position, but doubt exists that he will.)

The subjunctive mood is an .ion dfyf aarsg in\ge ,s udby lutnlc
to state the bad news, we apply grammar in helping ourselves avoid accustensye

language. For example, the acti@ice indicatvemood sentence AYou di d no
the receipt, so we will not give you a refund
mood as fAHad a copy of tdehaeeebepénbgewmweseatT
voice subjunctivenood version softens the bad news, avoids blame, and states the bad news in
terms of what could have happened instead of
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I n many situati ondg,by hiempsMryiitreg tchaen oo fAtnlor o u ¢
and subjunctive mood rather than by forcefull
noo; it requires the reader to fAiread between

ratherthami maybeo or Ayes. O

Letds assume a situation in which the reader
been prewashed and that contain instructions to avoid washing in hot water because of possible
shrinkage. Let 6 s a ®rpurchasedfapair bfithe pants amdcatihen vmashedt s t o m
them in hot waté¥ causing severe shrinkage to the point the pants will no longer fit the

purchaser. Now | et O gnessags eimki wg bhheer eadwri wed
refund the money forthre hr unken pants. The sentence i n whi
following:

1.We candét refund your money bed&ceontrargtoyou was
washing instructions on the manufactureros

2. If you had not washed the pantshiot water contrary to instructions on the label, we
would give you a new pair of pants as you requested.

3. If the pants had been washed according to label instructions, a refund could be granted.

The first sentence is written in indicative mood anddrtai ve Vv oi c e. It clearly
reader6s request for a refund. However, it fa
in tone when it clearly blames the reader for the damage to the pants.

The second sentence is written in actie&gand subjunctive mood. The sentence clearly says

Anod to the readerbés request for a refund, ev
the sentence. However, the sentence fails to be an effective refusal because dicalssaisve

in tone when it clearly blames the reader for the damage to the pants and also when it focuses
blame on the writer for not giving the refund.

The third sentence is written in passive Vvoic
r e a drexueét or a refund in a much more subtle fashion than do the first two sentences. Read
Sentence 3 again and verify that it indeed sa

because it is not accusative in tone and yet it leaves no doubt adauttomd the reader will
not receive a refund. If this sentence were buried (embedded) in the middle of a paragraph, it
woul d then say finoo in unemphatic position or

4. Original Closing that is Friendly and Forward Lookingd Any refusal has potential
negative aspects in the mind of a reader. The
end the message on a pleasant note. The closing should be friendly and should express a positive
look to the futureThe bad news should not be referred to again. The following techniques have
proven successful in providing a fnidly, forward look

150



Best wishesBest wishes for success with your plans for a Chinese buffet restaurant in
Happy Valley. We have very mu@mjoyed our tetyear relationship with you and look
forward to continuing to serveoyr needs.

Counterproposal: To help with the publicity for your grand opening, we will be happy to
includeaquartepage ad about your opening in our Mar
this free offer, please get us your camexady copy by March 1.

Other sources of help:Please refer to the enclosed flyer about the PanédFit pants
stretcher. For more information, refer to the Internet address for-Paat&it. Their pants
stretcher may be a reasonable solution to help with the shrinkage of your pants.

Sales promotion You may be interested in our line of shrinkggeof Western Range

jeans. These jeans have been prewashed and are guaranteed to have shrinkage of less than 1
percent. Youdll see from t he reonucnl douspeod sfallyee ro
these jeans beginning March 21, and we invite you take advantage ofperc2sioff sale

during that week.

In the closing paragraph, you should be original in your wording and avoid statements such as
the following that usually appeto be overused and insincere.

l

Al f you have any furt he Domumwie fuitherns, pl ease |
correspondencg
Al f you any further probl e mDDpnopahteigakeeverc or r esp

the possibility that additional prégms might occuj

Aln conclusion, |l et me say | amDesmrry we wer
apologize or emphasize the refusal by repeating it

Anlf we can be of any further help, please | e
perspectvey ou pr obably havRamdt bierewi tmau cfhu)rhteH epr c o
Al hope you understand whgnwte hevealmatdleet hos

doubt about the final outcome may be legitimate

In summary, the final paragraph obadnews message should be positive, friendly, original,
and forward looking.

Resaleis helpful to use after the buffer beginning in baenews messagés Resale is used

when you make positive comments about merits of the product or serggestion. In using
resale, you emphasize the good qualities of the product or fervieequalities that induced the
reader to initially buy or use the product or service. You approach the technique of resale with
the attitude that your firm offers higjuality, reputable products or services; and you want the
reader to be reminded why your products or services are of high quality and are reputable. An
example of resale is the following:
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|l remember discussing with you the wunique
weeder when you purchased it. Its-glaiwven engine has proven to be the

most durable engine found on all brands of
spool holds twice as much nylon cutting line as other weeders, you can go

twice as long before facing the kasf replacing the cutting line

The wordresaleis a nou@ it is a thing. It is the name given to the process of bringing back into
the reader6s mind the positive things about t
concerned.

When we use resale, we say that wereséllisasel |l th
verb. When we use resale to firesell o the prod
same product to the customeragain. B A r e s e | ct by puttitg én the minddoiithe

reader good, positive thoughts about the pradiivese are the things the reader thought about

when he or she purchased the produdthethingshey ar
that convinced the reader toybilne product in the first place.

Letdbs think about resale and the process of u
purchased. Sometime after purchasing the product, something goes wrong wahsing the
purchaser perhaps to thinktheprodu i s a Al emon. 06 At that point,
wants an adjustmedtperhaps a replacement or a refund of money.

Typically, the realities of life in such situations are that the product is a good one, as proven by

its success in the marketgk. In this instance, however, something has happened to the

product probably because the purchaser abused it or failed to use it according to instructions.

Or perhaps the product has problems because o
event, the problems with the product are clearly not those of the seller.

We then reach the point where the purchaser wants an adjustment. However, the seller

determines that an adjustment should not be given and therefore decides not to give one. The

seler faces the task of saying Ainoo to the purc
of the purchaser so she or he will continue to buy other products from the seller.

Herebs where the purchas-aewfac msd théirgadar a ek of
Ano. 0 And herebdbs where we wiewsimessegalhy dddingtahe A b a
paragraph about resale and a paragraph about sales promotion.

Resale can be sequenced at any appropriate point inrreebadmessage. However, reseén be
most effective when placed immediately following the bulffeginning just before the
explanation that lays out the reasons for theraals refusal of an adjustment.

Let s think about this s eqnwehave angpportBrétfftmr e we
bring to the readerds mind the positive thing
psychologically, we remind the reader about the positive merits of the pdothecthings that

induced the reader to purchase the produetapproach comments about the product with the
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productinmindi t 6s a good product, or we wouldndét be
positive things in the readerds mind about th
as he or she reatise reasons that justify the refusal and then reaches the bad news itself.

We have now modi f i ed-neawhajusinterst efusal apfdllavs:0 f or a b

Neutral, related beginning
Resale
Explanation
Main idea, whichs the bad news
Original closing that is friendly and forward looking

The resale paragraph should logically be a substantive paragraph contashpghicomments

about the good features of the product with which the message is concerned. If yoe tio hav

write badnews agustmentmessageinyourc ar eer , youo6l | be so famil:.
products that youodll have no difficulty writ.@
comments about the product. By writing this paragraph, ytemploy the use ofesale That

means ymeslowt hle product to the reader by pl aci
things that went through the readeros mind wh
Psychologically, the reader then hassthgood thoughts about the product in mind as he or she

reads the explanation that justifies the bad news toward the end of the message.

Sales promotion or offering an alternativel s used to help shift the r
from therefusal to something neutral or to an alternative that may work for the reader. It

is also an opportunitip interest the reader inpaoduct or serviceelatedto the one with

which yourmessagés concerned (or the one involved in the resale content). Without

sounding greedy, you will attempt to induce the reader to purchase other goods or

services from you. Through sales promotion, vy
established himsieor herself as a customer, to return to your firm. To entice your reader

to do so, you can offer special price inducements or point out how the related product or
service wil/| add value to your readeros |ife

When you purchasegbur EzyPush lawnmower, | remember your

mentioning your possible interest in a snow blower. Winter with its

attendant snowstorms is right around the c
with the finest snow blowers to be founayavhere in the valley.

Establisted customers such as ycan getan earlybird 25 percent

discount on the Eagle 2 sgifopelled snow blower. Come in and check

out this marvelous machine next Saturday, and be sure to show the clerk

thismessagéo receive your preferredustomer discount

The logical positioning of a paragraph containing sales promotion or an alternative for the reader
i's i mmediately following the paragraph cont ai
although the writer attempts through sales promotion tdlseleader a related product or

service or to offer an alternative to what the reader wanted, the primary ulterior motive of the

writer should be that of maintaining goodwill between the company and the reader. In that
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respect, think about the psycholodisauation connected with sales promotion or offering an
alternative.

The reader has just been told Ano. o0 Offering
her situation can help maintain goodwill. And sales promotion of a related procgctvime can

draw the readeroés attention away from the bad
strongly with language to try to sell the reader a related product or service, the reader can easily

be offended and refuse to have anything more to dotwithe wr i t er or t he wr i t

Therefore, the writer must be careful about the choice of words used for thpreategion
paragraph. Some kind of special inducement, such as a discount efaa-tme offer, inot
sales promotion itsebiut isoften used with saleggromotionto avoid offending the reader while
maintaining a positive goodwill posture with the reader.

The salegpromotion paragraph should contain enough content depth that the reader will be
induced to want to know more about tietated product or service. In the case of a related

product, the content should induce the reader to want to see the product, to hold it, or to try it out.
In the case of a related service, the content should induce the reader to want to know more or to
verify whether the service is as good as the galeshotion paragraph stipulates.

You should keep in mind that the safgemotion paragraph and the original, friendly, forward
looking closing are the last things the reader stores in his or her mindnaatmn with the

writer and the writerdéds company. The content
understand how his or her needs are being met, should reflect a positive outlook for the future,

and should express confidence about keefiiageader as a customer.

When we add both resale and s aheawsmegsage,thet i on t
sequence becomes the following:

Neutral, related beginning
Resale
Explanation
Main idea, which is the bad news
Sales promotion/Alternative
Original closing that is friendly and forward looking

Be wary! Many students confuse resale and sales promotion. They are distinctively different and
have vastly different roles to perfn in a baehews message. Remember that resale deals with
the product, service, etc. that the reader is concerned about, and sales promotion deals with a
related product, service, etc.

Bad-newsmessage Developmedt In the badnews messagdelowand inExhibit 3.22, note
how the following elements of a bagws message are incorporatéteutral, related beginning
ResalefExplanation Main idea (efusa); Sales promotion/Alternativ®riginal, forwardlooking
conclusionYou can see that resale is not always used.
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Thank you for writing us about the Designer IV jeans you purchased fron| Neutral
store last month. beginning

The Designer IV jeans are among our best sellers. Made gfei@@nt cotton| Resale
they arecomfortable even in hot weather. And they come in a variety of
colors.

In yourmessagéo us, you indicated that you washed the pants in hot wat{ Explanation
try to get groundn dirt out of the knees of the pants. The instructions on tf
care label sewmithe waistband of the pants state that the pants must be
washed in col d wa tlfehe pastehad been ywasked n ( Main Idea

according to the instructions on the label and still had shrunk, a refund cq (Bad news)
be given. You may want to try some of our plapyrewashed pants that are| Alternative
guaranteed not to shrink under any circumstances.

Al l our pants will be discount ed|Sales
the 16" through the 2% of February. Come in ahcheck out our easgare line| promotion
of prewashed jeans. These jeans come in three styles and have been ve
popular. As a preferred customer, use the enclosed coupon to get an add
20 percent off any purchase you make.

Enjoy using your dscount coupon, and thank you for your business. Original
conclusion

As always, you must adapt your content to the audience and the sitkati@xample,fiyou
must inform your staff that Cistmas bonuses have been caedelou would omit the resale
and promotion (of course).

Thank you for all your hard work this past year; you have helped our Neutral
company expand to two new locations. beginning

Despite improvements in productivity and efficiency, the difficult Explanation
economy has affected our salesndatically. Our toy sales for the last
two quarters were more than 15 percent below company @aistmas
bonuses have been given each year for the past several years. Had| Bad news
been stronger, Christmas bonuses could be distributed this year as
However, we will be able to keep all employees on staff. Economistg Alternative/Sales
project that the economy will iprove next year. If it does and sales ar| promotion

back to expected levels, you can expect to receive the usual bonus
year.

With ourteamintacl, et 6 s wor k t o g e the leest yearq Original
ever. conclusion
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Exhibit 3.220 SampleBad-newsMessage
In Internal (Informal) Email Format

Decision onYour Vacation Request

Charlotte, thank you for submitting your vacation reqémsthe week of September 1.

Our annual sales retreat is scheduled for Septemb#5s, e week you requested ofuring
that weekthe sales force will be attending training meetings and will be unavailable foiSzalls.
our office staff willneal tohandle all saleselatedcalls during these few days.

You are the beshformed member of our office staff on our two mpspular products and can
answer callersé questions on those items bett
impor t ance of continuing to meet our customerso
all customerservice representativé@sespecially you because of your specific training on our key
product® will need to ban the office duringheweekof Septembr 1015. You antake your

vacation any time in September before or aftex week.

Your contribution to the customeervice team is invaluablé/e appreciate your support in
working to achieve our goal of a 3 percent increase in sales this quarter.

Mary Higgins

Ext. 4125
mhiggins19@gmail.com

156



Section 4 Job Application Documents

When searching for a job, you will prepare-plication documents to help secure a position.

I n todayds competi ti v e documéntsccen dekeaming how suecesgfid a | i t
you will be in your job search. Below, the jabpplicationdocument process in general is

discussed, followed by specific information about preparing resumes, cover letters or emails, and
follow-up messages.

The Job Application Process

You begin the process of preparing your-ggplication materials by analyzing yourself and

thinking about yourself as aqiuctors er vi ce t hat i s Afor sale. o TI
applicaton mateal s, you will work to match the skills
with those the employer is fibuying. o0 As you a

gather includes the following:

Your contact information

The specific goal of yoyob search

Your qualifications (primarily education and experience)
A summary of your achievements

Limited personal information

= =4 =4 -4 -9

You have wide latitude in how you present your analysis of yourself during #segobh

process; therefore, you can refledeasitain amount of creativity in the resulting applicatietter

or emailand resume. However, in general, the business world is very conservative; and human
resource directors typically don't respond very positively to extensive creativeness. Surveys
showv human resource directors have the following preferences:

A combination application package consisting of an application letter or email and a resume.

A reason that the job applicant is interested in working for the organization.

An appropriate tone ithe application letter or email.

Outstanding grammar and spelling in both the application letter or email and the resume.

An explanation of how the job applicantds ed
requiremend mat ch what the apwhbBtabhhei esmpbselkrngse
A request for a personal interview in the application letter or email.

A onepage resume, unless two pages are justified.

Absolute neatness in both the letter or email of application and the resume. These documents
must be pofessional.

= =4 -8 -4 -9

= =4 =4
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1 Typically no careepbjective statement. Howeverpawer statememnthay be effectively

used. A power statement is placed just under the letterhead on the resume aneas a one
two-line statement of the key qualifications the applicant hasrhatchwhat the company is
looking for (Seeexhibit 4.5A andExhibit 4.5B)

General and specific educational qualifications

Reference to scholarships, awards, and honors where appropriate.

Work experience, including titles of jobs, dates of employment, and major duties performed
(for the chronological resume). For the functieaatonological resume format, a list of

duties is not included with work experience; reference to what the jolcamipdid at his or

her jobs is included in the profile/qualifications section of the resume as evidence that he or
she has the qualifications listed (Eeibit 4.5A andExhibit 4.5B).

Special aptitudes or qualifications of the job applicant.

Evidence tle applicant has appropriate knowledge about the company to which he or she is

applying.

= =4 =4

= =4

Human resource directors are often interested
memberships in organizations, references, publications, and military expebensuch

information is not considered to be essential content except for certain jobs or under certain
conditions.

According to human resource directargprmation that is not important or that should be
omitted in the application/resume procassudes the following:

1 Religion 1 Birthplace; birthdate 1 High schoolrelated
1 Race 1 Transcript of highschool activities

1 Gender grades 1 Alist of college

1 Photograph 1 Health courses taken

1 Marital status

Obviously, human resource directors might be interestétkiabove information, but

government regulations prohibit their asking for it. If an applicant feels any of the above
information will give a positive boost to the application/resume process, he or she must decide
whether to include it.

A person is revieving resume®ften goes through a stack of resumes the first time with nothing
butappearanca mind. Your resume magetonly a 7-10-second perusal. Therefore, if a letter
or email of application and resume are not prepared so they have a professiqrtaklp likely

will not even get read.

For that reason, you should ery careful with the design of your application materials. That is,
prepared properly, the application letter or email and resume must possess pizzazz. Upon seeing
the letter of apptiation and resume but without reading them, the reader should be motivated to
say, AWow! That | ooks great! I wonder what th
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More likely, however, your resume will be submitted electronically, and a computer will
evaluate the contenoif suitability. For you to be selected as a candidate, your resume must
contain the keywords the computer is scanning for. Keywords are found in the job description.
You should use these words in your resume (as long as what you claim is true).

Occasiondl/, you may be asked to copy/paste your resume into an electronic application. Your
fancy formatting will not translate. Before you transfer the content, change bold text to all caps,
replace your bullets with asterisks, and delete rules (lines).

Resumes

The purpose of a resume is to persuade the reader to interview you. Resumes are used to present
a summary of your preparation and experience that qualify you for the job you seek. It can also
contain information to help the prospective employer get tavkyou a little better and feel

more inclined to hire you.

Organization and Format of Resumes

Resumes can be organized in two véagsironological or functionathronologicad with a
numberof variations.

A chronological resume(seeExhibit 4.2A) lists the most recent job first and can be effective
when you have a continuous employment history in positions related directly to the present
position for which you are applying or when you want to emphagiwgeyou have worked
prestigious companias the field, for example. Your education information can appear above
the job listing if your education is the most important strength or qualification you have for the
job you seek (seExhibit 4.2B). You can also lead a chronological resume with a busfmary

of your qualifications if you want the reader to note that information first§gbibit 4.2B).

A functional-chronological resume(seeExhibit 4.5A andExhibit 4.5B) highlights your skills

and accomplishnrgs rather than your work history and is especially effective when you have
applicable skills and accomplishments but don
or when you want to focus on what yoan dorather than on what yduave doneln this type of

resume, your skills and abilities are listed at the top of the page, and your job experience is

briefly summarized at the end of the pa§ee Exhibit 4.5Bfor an sample functional

chronological resume that emphasizes education by puttimgtit f

Functional-chronological resumescan be an effective way to sell yourself to your prospective
employer by presenting your abilities that match the job requirements right up front in the
resume for the reader to easily see. thimnologicaresumethe reader must infer from the job
duties you performed what your skills are. Again, your education information can appear above
the qualifications section if education is the most important strength or qualification you have for
the job you seek.
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Sinceyou are the expert on yourself, you have considedabitude in decidingn the content of
your resume. However, you will want to format your resungive the readethe best
impressiorof you that you carlJse the following guidelines:

1 Give the reder excellent access by leftarginor centeindexing of the resume primary
headings.
1 Use other access techniques throughout the resume to give emphasis to the resume content
and to help your reader fAget ato the resume
1 Use formatting techniquebdt give the resume pizza&zzechniques that make the reader
want to read the resume after initially glancing at it.

Individual resume components you may want to consider using in your resume are outlined
below. Obviously, you want to use only the ones tihgbu best and that are appropriate for the
job you seek.

Identification Information

You need to include information that will help the prospective employer get in touch with you.
Therefore, at the top of the resume, you should include your maail@)g address, phone
numberand email address, preferably in a personal letterhead theltesdhe one on your

cover letter.

Be sure taonsider the professionalism of your email address. You may want to consider

creating a separate account just for your job search if your current email address is
ditzychickl@hotmail.com, exrebell4@gmail.camn something equally unprofessionalUVvVU

student a few years ago created a resume for a business competition and did not ask her advisor

to review the resume. When the student got the feedback from the judges, she found they did not
like heremailaddees of fAperfectprincess@ . . . .0 Be s
purposes doesnd6t send arofessosad. Blsp something tke you ar e
MarkJacobsenl4@gmail.coon MStenson@msn.com.

Keep it simple. Use one phone number fatay your cell phone) and one email address.

Job Objective or Power Statement

Presenting a job objective is optional in a resume andtigenerally donaow. Typically, job

objective statemesttend to be writer oriented, not reader oriented. That is, theydack

attitude f or exampl e, ALooking for an accounting
help melearn from successful accountaateldevelop my accounting skillso

Power stagments can take the place of typical-ffjective statements and can be much more

effective in catching the readerods attention
it, the writer presents hi s Ieeworsleasrapplyisgdor.l i ng p
For example, AANn outstanding accounting stude
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qguickly and willingly and is on track to beco
resume a student is using to apply for an acttegrinternship.

Another example of a power statement for someone who has been in the workforce for a while is
the following: ADocumentation specialist reco
wor ked withoé who wor ks pwelfle swiitomadt hmartramd sp
Exhibit 4.2B, the chronologicatesume sample, has a power statement under the letterhead, as

do the functional/chronological resumedixhibit 4.5A andExhibit 4.5B.

Education

For most graduating students, their strongest selling point is often education. Therefore, that

section can be placed before experience in a chronological or funatlmoalological resume

(SeeExhibit 4.2BandExhibit 4.5B) Students who are notfaralongn t hei r educati or
have strong work experience related to the job they are applying for may choose to use the

functional resume that will allow them to present at the top of the resume skills and

gualifications that will enable them to do weli;en though they currently lack experience

specific to that job. Lead with your strength relative to the job you are seeking.

Do not include high school graduation information in the education séctinless such
information is definitely an asset astaong selling point. In general, human resource directors
are not interested in high school information of applicants unless the applicant pool is typically
made up of high school students.

In the Education section, you need include only the degreer,msalmol, school location, and

graduation date for your collegelucation degrees. Begin with the most recent. If you do not yet
have a degree but expect to earn it, merely s
AExpected [month, year]. o

Academichonors and achievements, foreign language, or special skills can be included with the
education section or may be included in other appropriate sections of the resume. Include your
gradepoint average only if it is a good ahet least a B+ (3.4) or better

Work Experience

The workexperience section gives information about your employment history. For each job
listed, give the job title, company name, city and state where the company is located, and dates
of employment. Fothe chronological resume, also include your primary responsibilities and
accomplishments at the job. However, with the functional resume, you do not include your
responsibilities with the job listing, but you include what you did at your jobs as ageoipri

the Qualifications section as evidence you have the skill or experience you say you do there.

Graduating students need not feel obligated to list all the jobs they havehedularly if the

jobs are part time and are unrelated to the job arecabjective. Therefore, as a student, you
need not feel you have to account for every month of your life since high school graduation. You
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can be selective in listing the jobs you have éaldmembering the following advice: All work
experiences are gopsome are better than others. The preferred order for work experience is
reverse chronological, with the masicent jobs listed first.

Presentense action verbs are used to describe your duties in current jobs or your current
experiences, and pa&inse action verbs are used to describe your duties in past jobs or your
current experience or accomplishments. Also, you should use a variety of verbs to show what
you did without resorting to using the same verb several times. A brief §ishwé of theadion

verbs you may use in a resume is presented below.

accomplished achieved administered advanced
aided analyzed assembled assisted
attained balanced built carried out
compiled completed conducted constructed
consulted coordinated created decreased
delivered demonstrated designed developed
edited eliminated enabled encouraged
engaged engineered enlarged entertained
estimated examined exceeded executed
expanded extended financed formed
fulfilled furnished gained gathered
initiated installed instructed introduced
investigated joined led maintained
managed marketed maximized motivated
negotiated obtained offered opened
presented presided processed produced proposed
provided publicized published pursued
raised recruited reorganized represented
served simplified solved streamlined
strengthened structured submitted suggested
supplied supported tabulated tested
tightened trained transferred translated
traveled tripled updated upgraded
used verified widened wrote

As part of your work experience, you'll want to show yowdpidiveness as an employee (soft
skills). Such adjectives as the following are useful for that purpose:

adaptable analytical conscientious consistent
dependable efficient forceful independent
objective productive reliable resourceful
sincere systematic tactful trainable
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Qualifications Section

In a functional resume, the Work Experience section will appear after the Qualifications section.
In this type of resume, the work history is abbreviatéiae job title, company name, city and

state where the comparsylocated, and dates of emptognt arancluded. However, the job

duties may or may not be included depending on the space available after you present your
gualifications. If the job duties are not included with the work history, what you accomplished at
your jobs is woven into the Qualificatis section under appropriate headings as evidence that
you have the skill or experience you say you have.

In creating the headingspnsider what the major qualifications are for the position you seek, and
then create a heading for each qualification.sEhgualifications usually can be pulled from the

job listing. For example, consider a person who has just graduated with a degree in marketing
and has worked part time as an office administrator. Assume this person is applying for a full
time officeadminstrator position with a marketing company; he or she could use the following
Qualificationssection headings Office Administrator Experience, Marketing Education, and
Organizational Skills.

Under each heading, i nc thatgbehaee the skill br expesiehcel i st
the heading suggests, drawing from experience from previous jobs, volunteer work, and other
situations. Be sure to avoid making the bulleted lists in the Qualifications section just lists of
duties. Pesent the information so it giveseasureablevidence you really do have the

gualifications you say you do. Apply the following guidelines from the Career Development
Center at Utah Valley University as you develop the content to include in your bilib&ted

Numbers tell a stronger stoby showing how many, how much, how often

Did youd

1 Improve processes and increase
efficiency?

1 Serve clients/customers?

1 Solve problems?

1 Influence positive change?

Build or create or repair?
Negotiate or persuade?
Reduce expenses?
Reduce accidents?
Save money?

A =A-_a-a-"

Instead of saying this:
1 Worked with businesses to carry out United Way fundraising goals
Quantify and say this:

1 Partnered with more than 20 area businesses to raise $15,000 for United Way, exceeding

fundrdsing goals by 23 percent

Instead of saying this:
1 Developed marketing plans to promote concert series on campus
Quantify and say this:
1 Developed fully integrated marketing campaign distributed to 10,000 students eampus
wide, resulting in 12 percemicrease in concert attendance.
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Instead of saying this:
1 Tutored students after school.
Quantify and say this:
1 Successfully tutored 15 students with 100 percent of students receiving at least a B+

average
Do you recognize the muetronger impact of theeasureable contemtn t he A Quanti fy
thiso statements over that in the fAlnstead of

Sometimesgettingactual documentatiois difficult, so estimates are just fine as long as you can
justify why you said what you said. Takentrol of your own career health by the healthy

addition of numbers (or other measureable evidence such as awards, promotions, etc.) in your
resume and interview answers.

The Qualifications section may also consist of simply an expanded power stageresat lines

long that captures the highlights of what you have to offer in the position you are applying for,
followed or preceded by your education, as appropriate. The Work Experience section will come
after the Qualifications statement in this typeontent presentation.

As you can see, effective resumes can be organized in a variety of ways, depending on your
experience, skills, work history, education, special skills, and the job you are seeking. A very
important point to remember is that whatri®well in applying for one job may not work at all

in applying for another on&.ou should prepare a custom resume for each job you applyafor

resume that effectively matches your abilities with the unique job you seek. The custom resumes
can bedeveloped from a master resume you develop that contains all of your experience, skills,
positions held, etc. The master resume can be several pages long, as it serves only as a data bank
to draw from as you prepare custom resumes.

Summary of Achievements

You've probably heard of the acronym WY SIW&@vhat you see is what you get. That idea
definitely applies to you as you paint a picture of yourself through your resume, and the acronym
particularly applies to the summary of yachievements in the resume.

With appropriate thinking and planning, you should be able to determine the best way to present
your achievements. Potential headings to use for this purpose might be one or more of the
following:

Honors and Activities
Leadership Activities
Volunteer Work

Honors

Memberships

Interests

Community Involvement
Activities
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Military Experiences
Achievements
PeopleOriented Activities
Civic Activities

Be selective in choosing headings and content, and resist the umgkitie everything. In
deciding what to include, ask the following questions:

M Does this information fisell 0 me to the revie
1 How closely related is this information to the job I'm seeking?
1 Does this information provide jetelated information not prested elsewhere?

Often the best place for achievements information in a functional resume is in the Qualifications
section, as evidence you have the skills and experience you outline there.

Personal Information

Becausef the 1964 Civil Rights Act antthe Americans with Disabilities Act and subsequent
amendments, employers cannot hire employees based on gender, religion, age, marital status,
disability, or national origin. Therefore, in general, human resource dirgeades that such
information not be included on resumes.

However, you are not prohibited from including such information on your resume. If you
seriously perceive that including any of such information will be enidefplus for potential
employment, yar may decide to include the informat@dtut probably in a very subtle way. The
reviewer of your resume may obliterate the information from your resume withtgo fleéin, but
he or she cannot forbid you from including the information.

Other personahformation may strengthen your resume. You are in control in deciding what to
include. Suggestions for inclusion are the following:

Interests

Hobbies

Sports interests

Musical interests

Scouting achievements

Missionary experiences

Oral and written commucation skills
Computer competency

Foreign language

Military service

Community service

Scholastic honors
Professionahssociation memberships

=4 =2 =0_0_9_9_9_95_24_-2_-2°._-2_--°
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Checklist for the Resume
Use the following checklist for youesume:

The identifying information includes name, address, phone number, and email address.

Only relevant information is included.

Qualifications are truthfully and honestly presented.

Headings are arranged in appropriate sequence and use paralletetruc

Work experience is typically presented in reverse chronological order with most recent first.

Presentense action verbs are used for current job and experience descrip-tiotisnpast

action verbs are used for previous job and experience descspti

Parallelism is used when presenting multiple items is a list.

Correct grammar, punctuation, spelling, and word choice are used throughout the resume.

The resume is balanced on the page.

A left-margin indexing technique (headings) is used for immedmtess to the major

components of the resume.

1T Appropriate access techniques are used throu
o v e rdktdolmuoch bolding or too many fonts used, for example. In addition to bullets, no
more than two or three eess items such as SOLID CAR®]ding, underscoringor
italicsd are used.

1 Bullets are used to emphasize multiple points; no more than two or three fonts are used in the

E
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resume. Avoid giving the resume a Abusyo or
1 Allinformation on the rasme is truthful; nothing is fabricated.
T The printed resume has excell ent Apizzazz. o
1 The names of states are spelled in full except in mailing addresses, which reflect ZIP

abbreviations to facilitate mail delivery; for example, Usah rather tharUT; Alabama
rather tharAL, which some readers may think is Alaska; Btidnesotarather thariviN,
which some readers may think is Maine. Write so your message is unmistakably clear.

References

Although a prospective employer may ask for references to check before making you a job offer,
never include AReferences avail aloinggsoisn reques
outdated and improper protocol. If the prospective employer requéstenees in the job

announcement, during the interview, or later, supply them on a separate sheet of personalized
letterhead paper. The letterhead should match that of the letter of application and resume (see
Exhibit 4.3).

You may need to provide up tour references (three professional and one personal). Be sure
you have accurate, current contact information and titles for your references. If you have even
the slightest concern about the reference not aiding in identifying positive attributes and skill
that you have, provide an alternative reference.

166



As your career advances and opportunities grow, add additional names to your reference list to
be used in the future. Professionals remain prepared and are constantly updating their resume and
referencenformation even when not actively looking for a new position.

Selecting a Refereng@ References are divided into two categories: professional and personal.

1. Professional Reference$ Professional references are individuatso know of your work
capabilities, attitudes, abilities, and performance and can document these in a positive manner.
Suggestions include previous employers and professors or instructors. Remember to select
professional references that have credibilityhieir profession or in the communiBrevious

employers are the best and most acceptable references. Because future employers often look for
applicantsdé ability to work under supervision
supervisor in youreference list. Managers, directors, or supervansany individuals in the
companywith whom you directly workedl are included in this category. Professional references
can also include individuals with whom you have had business dealimghavhom ya: have
workedin a profes®nal or volunteer organizationp-workers people you have superviseahd
customers or clients.

2. Personal Referenced Personal references are used by prospective employers to attest to

your character. Do not use relatives, people you have known less than one year, a significant
other, or clergy unless you have worked with these people in business, which then qualifies them
as a professional references.

Contacting Prospective Referencés Whendeveloping employment paperwork, look at the job
description and identify a list of possible references. Then remember the following steps:

1 Each reference should be personally contacted and asked for permission to identify the
individual as a reference your job search.

1 Ask the reference for current information regarding his or her contact numbers, email
address, employer, employer address, and current job title.

1 Give each reference a resume, a job description of a position in which you are applying for,
and information about the company.

1 Ensure that the reference can identify your positive traits that will aid you in obtaining the
position. Go over why you feel qualified for the position, explain your interest in the
opportunity, and share your knowledgfehe company you are applying to work for.

1 Be sure to thank those who agree to give you a reference. A written thank you is appropriate.

Gathering and Using Reference Letters (Letters of Recommendatidd Letters of
recommadation from references may be sent with the initial application, taken to the interview,
or sent as a follow up after the interview. Be sure to evaluate the quality of the letter of
recommendatio before you send it. It shoulldhve the following charactstics:

1 be well written with no serious grammar, punctuation, spelling, or-eiooice errors that
will weaken the effectiveness of the letter;

1 recall your strengths and contributions;

1 always include your full name, position title, and brief gscription, if applicable;
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1 be less than one year old.

Although sending along a reference letter can aid in obtaining an interview, be careful not to turn
your application materials from a brief cover document and gpaige resumato a thick pile

of sheets. Include only one or two letters of recommendation with your resume, if you include
any.

Remember strong, positive oral or written recommendations from respected professionals can
make the difference between your being considered and hired or herctgaeso be sure to
consider carefully whom to ask for a reference and to prepare the person to give a strong
recommendation by educating him or her on the position and your qualifications.

Application or Cover Letters or Emails

The applicatiormessage can be aver letter or emaindis a partner with the resume; the two

go together as a single package. The letter or email is always seen first by a reviewer, and the
resume may be enclosed with the letter or atétbehe letter or email.lhrough the application

letter or email, the writer applies for a jdiyilds interest in the content through matching the

empl oyerés (readero6s) needs to whatlutianbthat appl i
meets eader needsgnd requests an interview. The cover document, therefore, does a lot! It is
essentially a persuasive message whose purpose is to get the reader to respond positively to the
action request and grant an interview.

Because the cover letter @mail is persuasive in nature, it is organized using an indirect
approach. Its primary objective is to get an inamwfor the writer, so the pageaph asking for

that interview is the last paragraph in the docuntexiibit 4.1A, Exhibit 4.1B,andExhibit

4.4are examples of application documents; they illustrate the indirect approach with the
interview request near the emgs you comparehe cover or application letter Exhibit 4.1A

and the application email Exhibit 4.1B, you will see that the emaiontent is condensed

Often, a brief cover letter or email that refers the reader to additional information in an attached
or enclosed resume is preferred by those who are reviewing applications.

Content of Cover or Application Letters or Emails

An effective cover message is a persuasive docinsmthe content should be similar.
Typically, a cover letter has three content sectiotigee opening paragraph, in which the writer
applies for a specific job; the middle paragraph or two, in which the writer refers to reader
(employer) needs and solutions (skills and experience) the writer (applicant) has for meeting
those needs; and the closing paragraph, in which the writer niekesjuest for an interview.

Opening Paragraphd State why you are writing and name specifically the job for which you

are applying. You may also want to suggest briefly how your qualifications will be an asset to
the company.
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Middle Paragraphsd Sell yours#. Refer the reader to the resume, and enhance appropriate

information on the resume. R ag ybuerafer to thearesunea y i M
draw attention to what you believe is your be
resume, I have been on the Deanédés List through

are interested in working for this employer, and specify your reasons for desiring this type of
work. Explain how your skills, training, and experience qualify fgnemployment with this
company. Convince the reader you are qualified to be an effective, profitable employee.

Closing Paragraphd Ask specifically that the prospective employer establish a time when you

can visit in persoto discuss your job applicatidarther. Ask specifically for an appointment by

giving your phone number or by offering some other similar suggestion for the reader to contact
you to facilitate an i mmediate and favorabl e
indicate that you wilcall next week to set up a time for the interview. Present this request for an
interview near the end of the paragraph. In the closing paragraph or in an appropriate place

earlier in the letter, refer to the resume to support that you have the skiég@ertence the

employer needs.

Like resumes, cover messages should comply with expectations and industry standards;
however, to make your cover messagtpyusimgaand out
unique attentiorgetter beginning.

Your message will look more professional if you create a letterhead. Use the same letterhead you
have on your resume. That wil/ give your two
include a complete inside address and an appropriate salutation, arsidph@tlt containing

your signature, and an enclosure notation. The application letter or email is typicaldy stwrt

thirds of a page or less or about three or four short paragraphs.

General Suggestions for Cover or Application Letters or Emails

Typicaly, a good application letter or email is less than one page or three to four paragraphs

long, especially for new college graduates, and should be written so it can be read quickly.
Brevity is a plus for appl i catdetimental madudement s,
enough content to pigque the readerds interest

For content purposes, you will be wise to avoid the following information in letters of
application:

A discussion of your personal or employment problems.

Statements of the obvious,buc as Al read your ad, o Al am wri
resume i s attached. o

Selfcondemning statements such as reporting failures or lack of aptitude on your part.

Boastful statements that can label you as a braggart.

Deliberate flattery.

A biographical discourse that sounds like a history of your life.

= =
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Checklist for Cover or Application Letters or Emails

Use the following checklist for your application aver letter or email:

1 All content statements in the letter or email are factual.

1 The writer applies for a specific job in the opening paragraph.

1 The content expands on the most positive item in the resume related to the position you are
seeking.

1 You havemade reference to the enclosed resume.
1 A strong, action request for an interview is near the end of the concluding paragraph in the
letter or email.
1 Correct grammar, punctuation, spelling, and word choice are used throughout.
1 The email is correctly formagtl as a formal email with a salutation and complimentary close.
1 The letter is a complete business letter in every respect; it has atoeaay 11 or 12-point
font and other correct formatting throughout, including vertical centefimges New
Roman is an effective font.
1T 1 f appropriate, the | etter or email refers t
1T 1 f appropriate, the | etter or email reflects

knowledge of the job requiremisnthe content shows that you know something about the
prospective employer.

1 The content of the letter or email avoids a discussion of your weaknesses, obvious
statements, and shortcomings of the present employecaeleEmning statements,
boastfulnesd]attery, or a biographical discourse.

1 The application letter uses an attractive, personalized letterhead that matches the one used for
the resume.

Follow-Up Correspondence

Follow-up correspondence includes thaydu messages and j@tceptance messages.

Thank-You Messages

As mentioned above, thatyou messages are essential business documents.-Jdnank

messages have two purposes: (1) to thhaekrtterviewers for their time; and (2) to persuade the
employer to hire youlhankyou messages shoulefer to your discussioim the interview They

may be used tesolve ay concers you may have about the jolm addition, they should be
usedtoemind t he interviewer about your dnulel i ficat
interviewbut forgotto because you were nervous. &edibit 4.6for an example.

Make sure everyone you talkedvithen you went for the interview receives a message from
youd eventhe receptionist who directed you and brought you water. Get business cards during
the interviewso you have the names and addresses with correct spellings and job titles.

Of course, be certain that your written follays document is professional appearance,
content, language usage, tone, mechaninsevery way, so that after sending in an impressive
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resume and participating in an effective inte
because of problems with the follayp message.

Consider the following testimonial abadhe value othankyou notesThesecomments were
sent to a university placement center by an interviewer of students who were seeking

employmentwithte i nt ervi ewer 6s company:
Once agai n, | 6m pleased to express my appr
recent recruiting trip. I'm always pleased to interview prospective candidates for jobs
with our firm.

After interviewing about a dozen studem flew five of them to our facility here in
Vancouver to spend the day and to meet man
currently in the process of extending offers to some of those students.

| am surprised that so few students take the time lavialp with the company's
recruiter after an interview or after they
Of the 12 I interviewed recently, only 2 wrote a thawaki note. And of the five we flew

to Vancouver, only one followed up with a note. Nessd to say, the one who

corresponded with us was offered a position.

| was also surprised at the lack of preparation for the interview that most of these students
demonstrated. Of the 12, only 2 had taken time to read anything about our company.

Thisexampl e should | et you see how i mportant #Ali
follow-up messages, may be in helping you succeed in the job search.

The Career Development Center at Utah Valley Univessitred théollowing findings on the
value of following upafter an interview:

At a recent career event, we invited several employers to campus to speak on hiring
issues and just be brutally honest. One topic touched on was how and when to follow up
after meeting with someon&he collective response was to follow up every week unless
told otherwise.

What isthe best way to follow uby phone, email, or postal deliver{ach can bappropriate
depending on the circumstanc@ghen considering a delivery channel for your thgok
message, you should decide baseaharily on audience and urgency.

Phoneca®b Phone calls have sever al advantages. The
a card or letter, and postal or email delivery of a message cannot always be gdamante

addition, faceto-face or voiceto-voice communication allows for natural conversation to

happen, which may allow you to more easily discover how seriously the company is considering

you and to strengthen your connection to the person evaluatinggplication.

Emaild Although email is informal and may not be redaémail is how you are told to follow
up, then that is how you must follow up. For tech companies, email may be the best choice.
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Email is also appropriate if you know a decision willnbade quickly before a followup
message can arrive through the postal sendilweays follow up an email with either the typed
thankyou message ahandwritten note.

Postal celiveryd Especially when thanking someone for considering you for a fqrosation

or when writing to executives, prepaadypedthankyou letter and eitheramddeliverit or send
it throughthe postal service. You can also send a handwtiti@miyou note. Typed letters or
handwritten thardyyou messages shoyou took persoal time andgaveattentionin saying thank
you and give the impression you really do appreciate being considered for the position.
Employers like to have tangible evidence of appreciation.

Job-Acceptance Messages

Accepting a job is like signing a contract. You agree to work and the employer agrees to pay
you. Once a position has been offered to you and the negotiations have concluded, confirm in
writing. You need to formally accept the position, confirm the sa&arg,solidify all the details.
Include the following (if applicable):

Your position/title
The company name
Start date and time
Vacation time
Salary, including bonus structure
Relocation package details
Benefitspackage details with date(s)
o Medical
o Dental
0 Retirement
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Once youbve accepted a job offer, you are obl
you commit to the job. Pulling out after accepting an offer is considered unethical.

Resources for Resume Writing and Sample JeBearch Documents

Many sources are available to help you in preparing your resume and cover letter or email. Of
course, some sources are better than others. Several good online sources for help with resumes
are listed below. Some, such aswldsjobs.org, are free for anyone to use. Others charge a fee
to help you generate resumes. Although www.optimalresume.com charges a fee, currently, UVU
students can use this resource free to generate up to four different resumes.

Optimal Resumehttps://www.optimalresume.com/

Target Resume Creation: http://www.nalp.org/assets/319_resumes.pdf
Free resumereation and jotsearch help: www.LDSJOBS.org

Before & After Examples: http://wwz2.startribune.com/static/resumes/
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Be sure to apply your understamgl of effectivewriting principles as you review resumes others
prepare for you and as you review sample resumes presented as good ones. Some sample
resumes companies and other sources promote lack visual balance or easy access to the content.
Some have aluttered appearance weak organization. You are who the resume repgrdsents

sure it presents you well.

Li

LinkedIn for Career Development

nkedl n is LUaregeisWo rRrddf eissasaocial media plitfermmferor k . 0 |

making ail maintaining professional relationships. You should have a LinkedIn profile. AImost
all recruiters use some form of social media to find qualified applicants, and nearly all of those
use LinkedIn. Here are a few things you need to know to get startegbiavie your LinkedIn

presence.

1. Create a profile. This is like putting your resume online. Continue to add information until
LinkedIn says your profile is 100 percent complete.

2. Write your headline. The default headline is your current job title. Makes yammiter. Focus
on what you can do for potential employers.

3. Make connections. This is similar to Afriend
know professionally and personally.

4. Join groups. Groups are like online professional associatiorigipaing in groups is a way

to reach people you arenodt connected with. E
job or interests, you can share and learn how to do your own job better.

Add multi-media content. You can add images and videos topradite. Build your brand

by adding videos of you doing your job. Add a professional photo of yourself.

Endorse and be endorsed. By endorsing others, you are verifying their skills. When others
endorse you, your claims are corroborated. These endorsdmentse testimonials that

establish your credibility.

. Recommend and be recommended. I n addition to

recommendations. You can also request and receive recommendations from supervisors,
coworkers, teachers, etc.

Post.By posting relevant, industmelated materials, others will notice and recognize your
expertise. Keep in mind: LinkedIn is not Facebov&ur posts should be business related
and professional. And as always, edit.
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Exhibit 4.1Ad Cover or Application Letterd Sample 1

James A. Anderson

anderja@assure.com 449 South 320 Wes
(801) 7856789 Pleasant Grove, UT 846851
July 11, 20xx

Mr. Thomas Moore, Manager
Nordstrom Rack

University Crossing

386 East UniversitParkway
Orem, UT 84057

Dear Mr. Moore:

Janet Peterson, a buyer for the Salt Lake CoNptygistromstores, told me that you need an

assistant manager in your University Crossing locasryou are expanding to the Utah County

area She also mentionddh at you are particularly | ooking f
in business management, experience in fashion display, and a background in inventory software.

| have these qualifications and am applying for the position.

With my Bachelor of Scierecdegree in Business Management from Utah Valley University

(UVU) and eight years of experience in the clothing industry, you will find me well prepared to

be your assistant manager. At UMUook several fashiemerchandising classes and applied
whatlkearned to my positions with Ol dhamés Cl oth
two eighthour workshops sponsored by the Accounting Department at UVU specifically

designed to teach inventory software.

| have received several awards for my &pilo satisfy customers and promote sales in our
department. Thé. C. PennBudget Mends Wear department, of v
consistently exceeded projected sales targets. | will use my skills to help you expand your

existing customer base in OreWMy enclosed resume outlines my experience in this and other

positions.

Please call me to schedule an interview when we can discuss how | can use my experience and
education to promote Nordstrom Rabky phone number is 801856789; | am available

between 8 a.m. and noon Tuesday through Saturday. I look forward to your call.

Sincerely,

James A. Anderson
Enclosure
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Exhibit 4.1Bo Application Email

Application for Assistant Manager Position

Dear Mr. Moore:

Janet Peterson, a buyer for the Salt Lake Colptgstromstores, told me that you need an
assistant manager in your University Crossing location. With my Bachelor of Science degree in
Business Management from Utah Valley University (U\Vtddining in inventory software, and

e i g ht expeeiemae ndhe clothing industry, you will find me well prepardiltine

position

| have received several awards for my ability to satisfy customers and promoi sale©| d h a md s
Clothiersand. Penney. The Budget Menobhascovsidgentydepar:t
exceeded projected sales targefsle | have been managéttached is my resume that gives

details about my work experience and education, including training in inventory softwar

Please caline at(801) 7856789 between 8 a.m. and noon Tuesday through Sattwday
schedule an interview swe can discuss how | can use my experience and education to promote
Nordstrom Raclas you expand into Utah County

Sincerely,

James A. Andersomnderja@assure.com
449 South 320 West

Pleasant Grove, UT 8468P51

(801) 7856789
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Exhibit 4.2Ad8 Chronological Resume with Experience First

James A. Anderson

anderja@assure.com 449 Sout320 West
(801) 7856789 Pleasant Grove, UT 846BP51

EXPERIENCE

J.C. Penney Provo, Utah
Manager, Budget Meno May 2015i present
Supervise ten department employees

Prepare bank deposits

Manage inventory and returns

Post to Facebook, Twittdnstagram accounts weekly

= =4 —a -9

Oldhamés Cl ot hi Springville, Utah
Sales Clerk August 2014 April 2015
Assisted customers through exceptional sales and service

Created irstore advertisements

Launched Facebook marketing campaign that received 8ik@30n three weeks

Priced and stocked sales floor

Taught six new hires

Increased sales by 5 percent during second month

E

Community Service Caracas, Venezuel
Volunteer July 20121 July 2014
1 Prepared and submitted weekly and monthly reports
1 Trained three volunteers; supervised team of 15 volunteers for four months
1 Taught lessons in Spanish

EDUCATION
Utah Valley University Orem, Utah
Bachelor of Science in Business Management ExpectedAugust2017

T GPA 3.897; Deands List every semester
T Member UVU American Marketing Association

Utah State University Logan, Utah
Associate of Science in University Studies May 2012

SKILLS AND INTERESTS

Personal dependable, detadriented, motivated, cheerful, punctual, optimistic
Technical: Microsoft Office, Google Drive, Prezi

Language fluent Spanish

Interests. snow skiing, mountain biking, scuba diving, golfing
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Exhibit 4.2Bd Chronological Resume with Qualifications Summary and Education First

James A. Anderson

anderja@assure.com 449 South 320 Wes
(801) 7856789 Pleasant Grove, UT 846BP51

QUALIFICATIONS SUMMARY

Pr oven melotting manager avith la business management degree who has expe
in fashion display and training in inventory software; enthusiasiet digital media and
advertising; earned awards for customer satisfaction and sales achievements

EDUCATION
Utah Valley University Orem, Utah
Bachelor of Science in Business Management ExpectedAugust2017

T GPA 3.897; Deands List every semester
T Member UVU American Marketing Association

Utah State University Logan, Utah
Associate of Science in University Studies May 2012
EXPERIENCE
J.C. Penney Provo, Utah
Manager, Budget Meno May 2015i present

1 Supervise ten departmesployees

1 Design and stage displays

1 Manage inventory and returns

1 Postto Facebook, Twitter, Instagram accounts weekly
Oldhamés Cl ot hi Springville, Utah
Sales Clerk August 2014 April 2015

1 Created irstore advertisements; launched Facelroakketing campaign that received 3,00
likes in three weeks

1 Taught six new hires

1 Increased sales by 5 percent during second month
Community Service Caracas, Venezuel
Volunteer July 20121 July 2014

1 Prepared and submitted weekly and montbforts
1 Trained three volunteers; supervised team of 15 volunteers for four months

SKILLS AND INTERESTS

Personal dependable, detadriented, motivated, cheerful, punctual, optimistic
Technical: Microsoft Office, Google Drive, Prezi

Language fluent Spanish

Interests. snow skiing, mountain biking, scuba diving, golfing
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anderja@assure.com

(801) 7856789

Exhibit 4.30 Sample References Page

James A. Anderson

449 South 320 Wes
Pleasant Grove, UT 846BRP51

Ms. Kelly B. Wight, Owner
The Wight House

25 East Main

American Fok, UT 84003
(801) 7635566

Howard Morris, Ph.D.

Faculty Member, School of Business
Utah Valley University

Orem, UT 84058

(801) 7830000

Mr. R. K. Ball, Regional Manager
J.C. Penney Headquarters

Salt Lake CityUT 84140

(801) 5455566

Ms. Pam Wilson

(Personal reference)

155 North 200 West

Provo, UT 84601

Prefers contact by email: pwilson@comcast.net
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Exhibit 4.40 Cover or Application Letterd Sample 2

Benjamin S. Pyper

353 East 200 North Provo, UT 84048208) 35180871 benjaminpyper@gmail.com

March 27, 20xx

Mrs. Robin A. Phelan, Director
Human Resource Department
JP Morgan Chase

9062 Old Annapolis Rd.
Columbia, MD 15424

Dear Mrs.Phelan:
Subject: Financial Analyst Position (Reference Bit2509)

While reviewing the job postings on the JP Morgan Chase website, | noticed a listing for a
financial analyst. Please consider me for this position; | have outlined my qualifications below.

My combination of coursework in corporate finance and work expegigvill enable me to

apply academic and practical skills toward any task. My studies have given me the financial tools
to generate financial reports, models, and capital forecasts. JP Morgan also looks for applicants
who have leadership and managemeritssikiho will do well as team leaders on assignments. |
successfully applied leadership and management skills during my employment as a personal
banker at Wells Fargo Bank and as a training manager.

| will also benefit JP Morgan Chase with my dedicatioquality performance. Through my
membership in the Delta Epsilon Chi Business Society, | received various awards for my
performance in competition against other business students, as you can see on the enclosed
resume. | am dedicated to maintaining higrels of production and will quickly become a
productive member of your team.

| will appreciate an opportunity to visit with you in person about the finasacialyst position. |
know | will be a good fit with your team. Please call me at (208)&®LI ¢ email me at
benjaminpypper@gmail.coto set up a time we can meet. | look forward to hearing from you.

Sincerely,

Benjamin S. Pyper

Enclosure
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Exhibit 4.5A0 Functional/Chronological Resume with Qualfications First

Benjamin S. Pyper

353 East 200 North Provo, UT 84048208) 35180871 benjaminpyper@gmail.com

Recenfgraduate in financerho has banking skills
and experience in leadership and management

QUALIFICATIONS

Finance Skills

T Completed coursework in finance at Ut ah Val
Business.

91 Provided broad base of services including degmssied, credit, and investment products
to clients.

1 Generated solutions to increase monthly restaurant food andige\asles by 6 percent.

Leadership Experience
9 Trained colleagues for competition as vice president of a business society.
1 Received two leadership scholarships for volunteer work in a business society.
1 Interviewed and trained three new employees in dceoviented environment.
1 Demonstrated interpersonal and probismiving skills while responsible for 140
volunteer representatives of faltlased organization in Argentina.

Quiality Performance
9 Placed first in schoekide Utah Valley Universitypusinessstrategy competition.
9 Placed second in national student business competition in Anaheim, California.
f Achieved fitop tend sales volume as a persor

EDUCATION

Bachelor of ScienceFinance Utah Valley UniversityDrem, Utah.
Expected April 2017

Associate of Arts Business Managememgrigham Young Universitydaho, Rexburg,
Idaho. April 2012.

EXPERIENCE

Personal Banker Wells Fargo BankOrem, Utah, September 26 2esent
Server,St an 60 s RieakotFallg, tdaho, November 2Gugust 2012

Training Manager, Sol Rio RestauranAmmon, Idaho, March 2009anuary 2010
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Exhibit 4.5Bd Functional/Chronological Resume with Education First

Benjamin S. Pyper

353 East 200 NortRrovo, UT 84043 (208) 35180871 benjaminpyper@gmail.com

Recent graduate in finance who has banking skills
and experience in leadership and management

EDUCATION

Bachelor of ScienceFinance Utah Valley University, Orem, Utah.
Expected April 2017

Associate of Arts Business Managemer@righam Young Universitydaho, Rexburg,
Idaho. April 2012.

QUALIFICATIONS

Finance Skills
1 Completed coursework in finance at Utah Valley Univeésity Woodbury School
Business.
91 Provided broad base of services including degusssied, credit, and investment products
to clients.
1 Generated solutions to increase monthly restaurant food and beverage sales by 6 percent.

Leadership Experience
i Trainedcolleagues for competition as vice president of a business society.
1 Received two leadership scholarships for volunteer work in a business society.
1 Interviewed and trained three new employees in a seovieated environment.
1 Demonstrated interpersonal amebblemsolving skills while responsible for 140
volunteer representatives of faltlased organization in Argentina.

Quality Performance
1 Placed first in schoekide Utah Valley University businessrategy competition.
1 Placed second in national studbosiness competition in Anaheim, California.
1 Achieved fitop tend sales volume as a persor

EXPERIENCE

Personal Banker Wells Fargo BankOrem, Utah, September 26§ esent
Server,St an 6 s RieakotFallg, tdaho, Noveber 2010August 2012

Training Manager, Sol Rio Restauranfmmon, Idaho, March 2009anuary 2010
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Exhibit 4.60 Sample Thankyou Letter

Josephina Student
1223 Main Streef Orem, Utah 8405% (801) 55512129 josephina@email.com

March 1, 20xx

Ms. Sharon GroncowskKi
Accounts Manager
3900 Adobe Way

Lehi, UT 84043

Dear Ms. Groncowski:

Thank you for interviewing me on Tuesday for the Account Receivable Specialist position. |

enjoyed meeting you and your team. Your office has a dynamic and fun atmosphere that | would

like to join.

As we discussed, my t hr engwilyabdoaw meté comtribytestayoue n c e |
team i mmedi ately. 1 0m excited to grow as a | e
aware, be a recruiter, be a coach, be an agent of change, and be an owner. | am confident | can
help you meet financial retatory requirements with my attention to detail and computer

proficiency.

Thanks again for meeting with me yesterday. | look forward to hearing from you soon.

Sincerely,
Josephina Student

Josephina Student
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Section ® Writing for Social Media and
Online Platforms

Basic Guidelines for Writing Business Messages for Social Media

The same basic writing principles apply when writing for social media adg @pypriting letters,

emails, and other documents. However, social media presents a particular challenge for business
writing because users typically arendét focusi
sites, so you need to be aware of somdaiines specific to writing for social media. Keys to

effective sociainedia writing include doing the following:

Determine your objective

Identify your target audience

Select the appropriate channel

Develop content appropriately

Use plainaudienceappropriate language

= =4 =4 8 A

Determine your objectived Writers always need to have a clear purpose in mind before they

begin writing a business message. Unless you kmbywou are writing and have a clear main

idea in mind, you will have a hard time déy@ng and organizing appropriate content. Many

writers make the mistake of jumping too quickly into writing content without having a clear

focus. In this situation, unnecessary content is included or some necessary content is left out, and
often the contet is not well organized. The writing process of planning, preparing a draft, and

then revising the message applies to sauiatlia business posts just as it does to business

emails, letters, reports, and other documents. You want to write an effectisegmesnd

maintain and build credibility.

Identify your target audienced Determining to whom you are writidgyour target audienée
iscriticalThe content and | anguage of your message
needs and expectations. Particularly with social media, you will want to userseciia

channels that are most effective in connecting with your target audience. Ifeyoatadear

about whom you are writing to, you will not be able to most effectively tailor your message to

your readers and so may not accomplish your purpose in writing.

One benefit to using social media is audience segmentation. Studies have detehnineds

specific sociaimedia sites such as FacebpodWitter, Pinterest, Instagram, and others; and so
writers can post to sites that target specific audiences. Writers can develop messages that are
specific to the concas, needs, and desires of a particular demographic. Understanding who your

183



audience is and what is important to them and then using the-swd# platform that is
appropriate for that audience will increase the effectiveness of your-sosilid effors.

Select the appropriate channél The best sociainedia site to use for a business purpose
depends on your objective, your target audience, and the capabilities of tBelsiteare key
points about fouof the mostpopular sociamediasites for businegs Facebook, Twitter,
Instagramand LinkedInAlso included below is information about writing blog posts for
business.

1. Facebook businessnessage posts Facebook is a social shagi site that has overlab
billion users worldwide.Characteristics oéffectiveposts on Facebook are listed below.

1 Each post can be a maximum of 420 characters, plus a link.
1 Messages of about 250 characters or fewer are recommended to allow the entire post to
be viewed in a newsfeed.
1 Messages should be neutral to positive, with a natural, casual, but professional tone.
1 Messages should be mobile friendI$0-85 percent will be viewed on a phone.
1 Ifalink is added to the post, bit.ly should be used for tracking.
1 The mostappealing updatesf f er somet hing but dondot discl

the reader want to click on the link where more information is available.
1 The typical Facebook audience is older; the best time to post is-# p.m., and the
worst time is 8 p.m8 a.m. for thgpost to be read soon after it is posted.
Posts with 8 characters or feweeceive 23 percertigher interaction than longer posts.
The most effective calls to action on Facebook inclikde caption this, share, yes or no,
andthumbs upThese optionall see interaction rates of 48 perckigher than average
or more. Conversely, words suchtake, click, submit, checndshopsee significantly
lower interaction rates.
1 When fans are specifily asked to share a post, thewact remarkably well; posts that
askfor shares have a sharerate 7timésgh er t han t hose that don

E

Below is a good sample Facebduksinesgost.

You have 24 hours to take advantage of this week's Wednesday Win!

Get 25 percenmff Makeup Remover with promo code: REMOVER

Why is taking your makeup off such a- hassl e?
phase, watebased formula that removes even the smokiest eye and the deepest red lipstick,

while leaving delicate areas saihd conditionedhttp://pub.vitrue.com/7cXk

What makes this a godehceboolpost?l t 6 s s hort enoughediwibhoub e seen
clicking fAnRaddaioh, t Mosr ea.-tibheioffier, &né tte reader getl$ the

informationhe or she needs to decide whether to purchase. Also, itshrasg callto action,

whichishe code @A REMOYVE Red linkinviting tedders ts gurchadereally, the

post asks a question and then gives a solution.
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2. Twitter businessmessage posé Twitter is a micrebloggingsocial site used worldwide
but most heavily in the U.STwitter has307 million users. Posts on Twitter need to have the
following characteristics.

1 Tweets can be up to 140 characters but should be shorter to allow for links or other text to
be added when the tweet is retweeted.

1 Shorter links generate more tweets and retsyeméssages of 120 characters or fewer are
recommended, including a shortened URL with the tweet. Twenty characters should be
left for comments when relevant content is retweeted.

1 Tweets should be reader friendly and action oriehtedweet should ask aigstion,
highlight a key statistic, or provide a specific call to action.

1 The typical audience is younger; the best time to post is 13pm., and the worst time
to postis 8 a.r9 p.m.

An effective Twitter business p@st tweed follows.

Do ntéllanyonebut our Chri st mas and Nalwearear 6s st
ift.tt/1SpsRYz

What makes this a godalisinesgweet?| t 6 s s h o r @ oharacterhaiadwedtbyn Tevittek, 4
which gves the reader room tthare and make a comment of bisherown. The tweet also
gives eough informatiorto create interesiutd o e ginedwayeverything. The readénows
Chri st mas a neths ddeegoing Yretlzeweébshiat hasto click the link to see what
those items aréAnd last, the tweet uses a shortened URL.

3. Instagram businessmessage pst® Instagram has 400+ million uselsis aplatform

meant for access on mobile devices, and that means users tend to use the network all the time,
any time.Traditionally, Instagram is a visual outlet for social media. However, Instagram is now
bengused to communicate a br anposhisare mastsefeatigee wi t h
when a combination of pictures and words is used. Words are an important part of the photo
sharing cultureWith a clever turn of phrase or a carefully selected quioéewords used can

help a visual rise above the digital clutter.

A shortbiography nomore than 150 charactdmgd should be added to your Instagram
profile page Thebiographyshould beabout the company; personal details should not be
included here.

When writingbusiness post®r Instagram, apply the following guidelines.

1 The numbepof hashtagper post should be limite®Dne to two hashtags per post is
enough.

1 Instagram has no character limit, Itk best practice is tkeep the posts shértunder
200 characters.

1 Correct gammar and punctuatioreeds to be used in posts.
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1 Aside fromposting during peak times, more content should be posted duringar&n
hours than during the work day. Thesbtimes to posin Instagram aredtween 23 p.m.
and 89 p.m.andon Mondays and Thursdays.
1 Links don't work on Instagram. The only place yal be able to share a working link
that actually takes users to your website is in your profile. Links don't work in captions or
photo comments.

Hashtagsare a great way to help other users find your content on Instagram. Since nsers ca
both search for hashtags and click on hashtags they see in posts on Instagram, using relevant
hashtags can be a highly effective tool for getting noticed. However, you have to make sure
you're using th right hashtags for your braadddon't go overboard.

Hashtags like #nofilter (if you're sharing a photo that hasn't been heavily edited with filters
added) and #tbt or #throwbackthursday (if yewsharing an old photo) airecredibly popular on
Instagram, but they may not work for youyour brand. Using popular hashtags just because
they're popular might annoy your current and potential new followers, and it will be obvious
you're just trying to get more followers and exposure.

When determining how to use hashtags in your Instagosts pyou should consider lookiag
other established brands (or even personal users and bloggers) in ystrnyifatuexamples of
what to do A fashion boutique, for example, would want to use very different hashtags from
those used by a bicycle repairop, so following and paying attention to other successful
Instagram users in your field can help you get a feel for what works and what doesn't.

On Instagam, it's not just which hashtags you use that maftgralso how many. Instagram

allows a maximm of 30 hashtags in a post ommment, but 30 hashtags is a latd using that

many would be excessive. The fewer hashtags you can use to get quality responses, the better.
Using a large number of popular hashtags might earn you a lot of likes fronuséngr but it
probably won't increse your following all that mucland the interactions you get will likely not

be from people who are interested in your drant rathefrom those who just saw and liked

your image. If you aim to keep your hashtags raheyvinterestingand specific, you won't need

20 hashtags to gain exposure.

Note that hashtags can include letters and numbers, but they céaith @y nomumerical
symbol® so, for example, #DaveAndBustaverks as a hashtag, but #Da&Busters doesot..
Using hashtags that don't work on Instagram might make you look like you don't know what
you're doing, and they won't help you gain followers or likes, either.

Below is an example of a welritten Instagram business post.

Needanotherreasorto atendthis weekend'stMakersJubiledesideghelocal makertalent
(tapimageto checkouttheartists),snacksandall-aroundfun we'll havein storefor you?
How aboutdoorprize giveawaysRainor shine,we'll be havinga greattime hereatthe
Thimblepresstudio!Hip, Hip, Hooray, andwe hopeto seeyou there!
#makersmovememtjacksonMS#jxn #mississippi
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https://instagram.com/explore/tags/makersjubilee/
https://instagram.com/explore/tags/makersmovement/
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https://instagram.com/explore/tags/mississippi/

Whatmakesthis agoodInstagranpos® It isn &dolongbutit providesenoughinformation,the
hashtagsrerelevantandthe postasksa questionin thebeginningto createintrigue. In addition,
thepostoffersarewardto thereaderfor takingaction.

4. LinkedIn post®) LinkedIn is a businesgriented sociahetworking sitevith over 396
million usersthat gives companies and potential and current employees a place to connect.
Below is a list of the characteristics of effective posts on Linkedin.

LinkedIn posts shoulthclude links to lead to additional information.

The posted content needs to be kept up to date.

Status updates should be informative, relevant, and attention grabbing.

The writer should interact with commenters to build relationships.

Business men and wan are the typical audience; the best time to post is 7%amm.,
and theworst time to post is 10 p.ré.a.m.

=2 =4 -8 8 9

WithalLinkedh post, you dondét hav e.Lnketlrocontenot shouldo om t o
be unige to LinkedIn and geared towattte LinkedIn demographidn effective way to post on
LinkedIn is to share a compainog article or a unique piece of content.

Forexamplefi you wrote an article for your company
Matters Most, 0 VY o isartclie gnhinkedinaTo o sb, gou wduld first copyh

and paste the link to the article as you create your LinkedIn post. An automated article preview

will appear in your status area. The automated preview will include the article title, any photos
attacted to the article, and the first couple of lines from the article. Below is how the content will
appear on LinkedIn if you share the link only.

fiHow to Sayfi N oVéhen It Matters Most (or i Whly 6 TakingaLongé St ar t up
Vac at il thaBog of Author Tim Ferriss
fourhourworkweek.confPhoto:MichaelMatti) Thewisdomof life consistan the
eliminationof non-essentials.

You can share the article as is, or you can add your own short message. For example:
This article offersgréaa t i ps f or saying Anoodo in the busir
AiHow to Sayfi N oWhen It Matters Most (or i Whly 6 haking alLongé St ar t up
Vac at i thaeBRog9of Author Tim Ferriss
fourhourworkweek.confPhoto:MichaelMatti) Thewisdomof life consistan the

eliminationof non-essentials.

What makes this a goddnkedIn post?It gives information d.inkedIn reader would be
interested in, which in this case is an article.

Thetablebelow summarizes the features of Facebook, Twitter, Instagranhjraetiin and
presents the strengths and weaknesses of each.
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Features, Strengths, and Weaknesses loéading Social Media Sites

Channel

Strengths

Weaknesses

Facebook The largest socia
network: 155 billion users,
475 billion pieces of content
shared daily. Virtual
necessityfor brands investing
in sociatmedia expsure.

Demographic: 65% 35+ yea
old; 60% female.

1 Fans79% more likely to

purchase than on other
networks.

Contains advanced ad
targeting capabilities for
massive audiences.
Powerful and valuable
analytic insights.

1 Low organic reach (pay
to play)

1 Saturated by brands, sq
standing out is difficult.

Twitter : 307 million active
users post text, links, image
and 6 secondideos in 140
characters or fewer

Demographic: 180 years
old; increasingly female.

Strong customeservice
tool.
Strong analytics.

1 Expensivejimited ad
platform.
1 Short lifespan of posts.

Instagram: Primarily mobile
app with400 million users

who share pictures and shor
videos.

Demographic: 37% 129
years old; 68% female.

Untapped audiendsy
many brands.

Facebook owned, so gre
potential.

1 No links, analytics, or
scheduling capabilities.

LinkedIn : Network of D6
million users. Exists for
company information,
updates, and recruiting.

Demographic: White collar,
urban orsuburban users,

balanced between genders.

Best used to establish a
brand agheindustry
leader/authority
Valuable recruiting tool.

1 Unlikely to drive sales,
unless B2BBusiness
to-Business)

5. Business blog8 A busines®log, in its simpest form, is an omhe journalfor an
organizationBlogs come in many varieties buatlude the followingypes

t he
ATop

Brand blogs
List blogs

= =2 4 4 -4
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scoopo
anything
Survey blogspose questiods most of the content comes from comments

Insight blogs original ideas, comments, or trends about a topic
Life blogs personal experiences

of a brand



The purpose of a business biedo bring visitordo an organizat o "WIssite. This traffic can
be converted to leads and sales. Happy customers cashiienthdolog, which increases traffic
and boosts potential business. Businesses should create and manage their oBioglogs
content varied if you are creating a business blgou shouldwrite content peoplevantto

read but all blogs should have the following

1 Atitled Aswitha subject | ine in an email, the

attention.

A 1 hod Askn a persuasive message, you need to hook the reader immediately.

Personality Blog posts should have a recognizable style. Be yourself. Have fun.

An imageé You already know online messages require@tehing graphics.

Good writingd Usingcorrect punctua&n and grammar will build your credibility.

Contend Blogs are not sales pitches; they are informative bits. Give your readers

information they can use.

1 A calltoactio® To convert readers to buyers, you need them to do something. Ask
readers to commenthare, visit your website, etc.

= =4 -4 A A

Microbloggingis creating blog posts for platforms such as Twitféhen posting on sites that

limit your content, you need to accompli$ie items in the above bulleted list in 140 cluders

or fewer Some debate exists aswbereto blog. Companies can, of course, host their own blogs
on their own Web sites. They can also use thady platforms such as LinkedIn Publisher and
Facebook Notes to deliver content.

Develop content appropriatehd Even great information needs to be presented effectively for it
to be read. Apply the following guidelines as you prepare your cdiniepbsts on sociainedia
sites

Be sure the content is relevant, useful, and interesgiggur audienceYour target audience can

receive multiple messages from multiple sources every day, and so your message competes with

t

t

others for your readersod6 attenti on. Make sur e
nt e

care about,thatmedish e r eader s needs, and that is i
and be engaged.

Make the information easy to understand and shiwsers must modify the message to share it,

they might get frustrated atasdaccgrate as theoriginalh a n g e

To help make the information easy to understand and share, do the following:

Use fewer characters than allowed to make sharing easy
Keep messages short but relevant.

Provide enough context so your message can stand alone.
Be sure the content is not unappealing to the reader because it is denderay.too

= =4 =4 4 -4 -
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Put relevant, intriguing information at the beginning of your post; perhaps use a question.

Test your message on a cold reader. Coul
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Have a friendly, conversational, and engaging t&ueial media generally has an informal,
conversational tone. Use contractions suctt asrraiher thardo not and write in first or
second person using pronouns such gsu, us andweinsteal of exclusively thiredperson
pronouns such d@key, himandher.

Create actiororiented contentDirect your readers to take action or find more information. Use
action verbs such dsarn, watch orjoin. Include links to Web content that offers mogetails.

And use ALL CAPS sparingly and for emphasis only, as writing in ALL CAPS is like shouting
at the reader.

Use plain, audienceappropriate languaged To ensure that your reader reads and engages with

the content, you need to use pliEinguage, which is everyday language. Studies show that when
writers use plain language, readers discover information more quickly, understand it better, and
find it more compelling. Write the way you talk, and then edit as needed for clarity.

Plain langiage quickly engages the reader and is generally written in active witicehe

subject of the sentence performing the action of the verb. The tone of the message should be
friendly but professional, and familiar terms should baluséso, writers should avoid using an
especially small font, distractors such as to
text.

In addition, because you are addressing a wide audience, avoid colloquial languageysach &sl
andyou guyghat might be acceptable to readers in one area but not in others. And generally

avoid trendy abbreviations such@R for you are

Well-written business posts on soemeédia sites can do much to draw readers to the business

and to develop credibilitior the company.

Instant Messaging and Writing for Mobile Platforms

In addition to basic businesgiting principles, pecific writing guidelines apply todth instant
messagin@gnd writing for mobile platforms

Instant Messaging

|l nstant messaging, or I M, at work is altuni que
is a particularly good tool for communicating within an organization, but may not be the best
choice for messaging third parti&hen writing arinstant Message, do the following:

1 Greet the other person briefly at the start of the IM conversation.

T Wait for a response to each of your commen
be sure which comment the other person is addressing.

1 Do n 6 tficepmpergrammar and punctuation.
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1 Write short, concise messages. If you go on too long, the other person may begin

answering before youob6re done, and then the
T Dondét abbreviate too muchkagihgttdeeprdsohkng:
abbreviation youb6re using, 1tos a probl em.
T Control your tone. Because you are craftin
cranky. To overcome t he Itohavetosytosbund he c¢chan

friendly. Saying please and thank you will go a long way.

1 End the comersation with an official sigoff. This signals to the other person that the
exchange is complete.

Writing for Mobile Platforms

Mobile phonesre usedvithin businesses to communicate among employees and maaagers
well as departments and tearmsaddition, businesses use text messaging with increasing
frequency to communicate with current or potential ¢§emd customer$Vhatever digital

device you use, written communicationthe form of brief messagest texting, has become

a common way to conneit businessilt is useful for short exchanges and is a convenient

way to stay connected with others whatking on the phone would be cumbersome. Texting

is not useful for long or complicated messages, and careful consideration should be given to
the needs and expectations of thedience.

Keep in mindthat €xting strips away context, facial expressiomice inflection, and
elaboration. Use text messaging as a means of communication spdnragiglition, when
writing a text message, apply the following guidelines.

1 Dond6t sacrifice grammar or punctuati on.
T Be careful with abbrhbneviadonsooemsjis. Donbét wuse t
1 Know yourrecipienti ? % dsct 0 may be an understandabl
what the proper discount is to offer a certain customer, but if you are writing a text to
your boss, it might be dwiesserMutror awr igteet, ofinWh$
1 Anticipate unintentional misinterpretation. Texting often uses symbols and codes to
represent thoughts, ideas, and emotions. Given the complexity of communication, and the
useful but limited tool of texting, be aware of mmitation and prevent misinterpretation
with brief messages.
1 Use email or call toammunicate long messages or those that require discu$sixting
back and forth several times on a point that needs discussion and that could be handled in
a brief phone all can be frustrating.
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Section @ Business Reports

Organization of Business Reports

Generally, you have two optionsd¢boose from when organizing a business report: the direct
approach and the indirect approach. These are similar to the letter plans because the direct
approach begins with the most important information first, and the indirect approach leads up to
the man information.

Direct Pland Use a direct plan in writing a business report for the following situations:

1. Yourreader is a busy executive who wishes to know only what the conclusions are or what
action is to be taken, where, and who thesresponsibility.

2. Your reader prefers to determine quickly whether to scan the text for confirmation of
conclusions or recommendations and whether the rest of the report is necessary to read.

. Your reader will consider your conclusions good newseutral information.

3
4. Your data can be analyzed better if conclusions and recommendations are given first.
5. You want to give your point of view promptly.

6

. Your report is an informal format.

Indirect Pland Use an indirect plamiwriting a business report for the following situations:

1. Your reader must have a detailed explanation first to understand the conclusions and
recommendations.

2. Your reader will fight your decision unless he or she is first given complete detils an
becomes convinced by logical development of facts.

3. Your reader will consider your conclusions bad news because they are contrary to the
expected outcome of the study.

4. Your conclusions may be easier to accept if an analysis of important fagorenidirst.
5. You want to encourage your reader to read the entire report, not just the terminal section.

6. Your report is a formal format.
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Types, Formats, and Levels of Formality of Business Reports
Businesses use a variety of types and formats of reports that vary in formality.

Typical business reports include simple, brief reports of work done in a specific time frame to
long, formal presentatis of information. Business reports can include financial, performance,

and research reports, as well as reports of other types of information. Abstracts of documents and
newsletter articles or other articles for publication are other types of reports.

Business reports can be formatted in many Wags letters, memos, or emails, or they can be

sent as attachments to emails. An employee can also text a very brief report. Reports may also
use a basic businessport format with the title bolded and centeredch down from the top of

the page with the authoroés name (not bol ded)
reports may also follow the formatting requirements set up by the company.

Business reports can be informal or formal, depending oputtpmse of the report and the

intended audienc&xhibit 6.2is a sample informal report, aichibit 6.3 is a sample formal

report that you can refer to as each of these types of reports is discussed. But remember, reports
can be formatted and developadhi variety of ways; these exhibits are examples of only one

way. No absolute guidelines exist for determining when a report must be formal and when it may
be informal, but the following information may be used as a general guide.

Formal reports have the followingcharacteristics

1. Longer reports are typically more formal than shorter ones.

2. Special reports are more formal than periodic ones. The corporate annual report is an
exceptiorto this rule; it is very formal.

3. Reports sent to a group of people are typically more formal than reports sent to one person.

4. Reports sent to people higher in the organization are more formal than ones sent to people at
the same or a lower level.

5. Reports that go outside the work area or department are more formal than reports that stay
inside the work area.

6. Formal reports use impersonal languagkich means they are written in third person, avoid
the use of contractioms asrdclaavas dicdordotusdeand
such as fAkidso (use Achildreno) and dAstuffo
is used more often in formal reports than it is in informal ones.

Informal reports have the dllowing primary characteristics.

1. They are typically formatted as letters, mepmemails. Letters and formal emails are used
for intercompany (outside the company) reports; memos and informal emails are used for
intracompany (inside the company) reports.

2. They are commonly longer than a page and may be several pages in lengthfoe)arepils
and, of course, texts. A report sent by email that will require the reader to scroll down more
than once is better sent as an attachment to the email.
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Formal documentation techniques are not uggtdy documentation that is necessary is
included in the text of an informal report.

Personal language (firsind secongberson pronouns and names of readers) is commonly
used to involve the reader directly in the content and to reflect a friendly, close relationship
with the reader. Contractions aather informal language may also be used.

Lengthy visuals, oversize illustrations, and working papers are typically attached to the
memo or letter report; they are labeled and are referred to in the memo or letter by number.
Headers are commonly used @ second and succeeding pages (but not on attachments). A
header contains the name of the addressee, the date, and the page number.

Headings are commonly used to provide good access and to help with transition from one
section to another. However, treport should be written so it reads smoothly without the
headings.
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Preparing Proposals for Business Reports or Other Purposes

Before a formal report is written,moposais usually prepared in which the writer outlines his

or her plans for writinghe report and seeks approval to proc&dposals can also be prepared
for informal reports, although this situation is less comnByndefinition, a proposal is a
presentation for consideration of something. The proposal helps the writer and theoperson
persons who authorize the report make sure its focus and content are appropriate, clear, and
complete before the writer gets very far into the report. The proposal with the written approval
noted on it is often included in the appendiadbrmalrepat to verify approval for preparing

the report as outlined in the proposal.

Written proposals can reflect various formats; the format and content of a proposal are usually
stipulated ahead of time by the person requesting or accepting the proposal.

In addition toreportproposalgSeeExhibit 6.1),businesses often write other types of proposals.
These proposals may be solicited (requested) or unsolicited (not requested). The purpose for
writing business proposals is to generate action that will enable you or your organization to solve
a problem omake a decision. Businessposals help organizations solve problemake
decisionsand generate revenue. Most business proposals should concentrate on tldee areas
purpose, audnce, and context. Each of theseas will be discussed in the followirgcton.

Purposed What is the purpose of the propda# it a problensolving proposal? Is it a research
proposal? Is it seeking a grant? Are you proposing a new project for you own company? Based

on the purpose, you should decide if tlect or indirect outline is more appropriate. What is

the organizationods f eel idrhghspostileandnegativedeeliogs your
should be considered. What irgposechtapiccdAregheni zat i o
organizatioriikely to accept your proposal willingly or reluctantly?

Audienced Writing proposals, as with all forms of written communication, require the writer to

learn as much as possible about the audience. Proposals that are direct, condisar;, arel

more likely to be accepted than ones that are indirect, lengthy, and confusing. Eliminat

unnecessary words and phrases, use simple languagd, dondét r epeat materi e
specific in the wording of the proposal, so the audience &rexactly what you need or what

you are going to do. Always take the time to get to know your audience. A proposal that is well
researched and well prepared is more likely to be accepted.

Contextd Solicited proposals are often writtensms ponse t o an external co
a proposal (RFP). Often the RFP and other guidelines issued with it provide valuable information
such as background i nformation, companyo6s o0bj

submission datesnd other important details. Before preparing the proposal, you should
carefully review the RFP. Consider external factors such as industry dynamics, competition,
business environment, and other factors that will help you better understand why the company
has requested the proposal. The final proposal should address all the concerns and follow the
exact organization requested in the RFP. Following the guidelines of the RTP will increase the
likelihood of the proposal being accepted.
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Proposals can be writtém a variety of patterns. A very common pattern involves five sedtions
background, solution, plan, qualifications, and costs.

Backgroundd this section should identify or define the problem or issuevtiiiabe researched
and give the audience enough information to understand the need for the proposal.

Solutiond after identifying the background regarding the problem or issue, you should give your
proposed solution to the problem or issue.

Pland with the poposed solution identified, you need to layout the specific plan or method to
implement the solution. Include a timeline for completing the various parts of the plan.

Qualificationsd if an organization is going to have you complete a proposed plameds e
know that you or your organizations has the qualifications for the assignment. Therefore, you
should present your experience, education, or other evidence showing you are qualified to
complete the assignment.

Costs®d this sections gives all the costsd other resources associated with completing the
proposal.

Again, pay attention to the RFP; if it suggests a particular organizational pattern, be sure to
follow that pattern.
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Exhibit 6.10 Sanple Proposal for a Business Report

TO: Charlie Gessleson, President
FROM: Frank, Belinda, and Joy, Project Team
DATE: November 1, 20xx

SUBJECT: Proposal for anAnalytical Report on Universal Healthcare

Here is the proposal for the analytical report you requested on universal healthcare.

Problem Statemen® Healthcare is becoming increasingly unaffordable in our country. In
2012, 47 million Americans were uninsured. Universal healthcare is a pragmsgdn to this
problem; similar programs have been successful in other countries. Despite the number of
trained professionals in our country, the United States still ranks low in providing quality
healthcare.

Report Purposed The purpose of this repad to analyze the pros and cons of providing
universal healthcare in the United States.

Report Scop® The scope of this report will be adults between the ages of 18 and 40 and
healthcare providers. The factors to be addressed are as follows:

Effects of universal healthcare on those who are insured or uninsured

The cost to citizerischange in tax rates, personal contribution to the premium, etc.
The impact on government finances on Federal |évalsiget cuts, national debt, etc.
Potatial effect on healthcare providers

PwpNPR

Data Collectiond Surveys will be given to 60 to 75 people between the ages of 18 and 40. In
addition, interviews will be held with professionals in the healthcare industry, such as personnel
in medical facilities. Alsoresearch of current articles in reputable publications will be

conducted.

Proposed Titted The titl e of this report will be AShou
Al'l Americans by the Government?0

Time Lined Below is the timeline we propose for corafphg the report

Nov. 5 Gather research and create survey and interview questions
Nov. 12  Compile and analyze results

Nov. 19  Prepare preliminary sections and body outline

Nov. 22  Write rough draft

Nov. 26  Review and edibugh draft

Dec. 3 Finalize rough draft; begin work on final draft

Dec. 8 Turn in completed final draft

We are looking forward to gathering the data for this report and, based on the findings, making
recommendations on providing universal hHeedire to all Americans.
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Gathering Data for Business Reports

Both primary and secondary information can be used in preparing a business report. Primary
information can be gathered by using questionnaires, intervieetss groups, telephone

inquiries, experimentation, or observation. Secondary information comes from library sources
such as newspapers, magazines, trade journals, other printed sources, and theAlisternet
validity and reliability must be considerad data are gathered for a report.

Primary Data

Primary findings are your own informati®mo one else has access to them. Normally, you do

not need to document your primary findidgsnless you quote someone fromiaterview.

Secondary findings, because someone else gathered the information and made it available, must
be documented if used in your report. You must give credit where credit is due, or you are
plagiarizing. Methods of documentation will be discusseelr!

Many times when researchers are gathering primary data they are looking at large populations
such as all the students at a college or university, the residence of a particular city or state, the
registered votes in an area, or some other largegroupr yi ng t o get a | arge
to help someone make a decision or solve a problem can be very time consuming and costly, so
the researchers often select a sample of the population and ask the sample group questions using
a survey or questioaire.

Sample Sizé A common nistake researchers make when usiample populations is having a
sample size that is too small to give accurate results. The sample size varies as the population
grows. For example, if you had a population of 100 pébophaybe the employees of a

company, you would need 80 people to congthe survey for it to be representative of that
population. However, if you had a population of 1,000 people, the sample would need to be only
285 people. For a population of 10,000, the sample size is only 370; and for a population of
1,000,000, the sargsize is only 384. As a matter of fact, for a population of 300,000, 00®
approximate population of the Unites Stétessample of 400 is sufficiently large.

Sampling Methodgd Three common sampling methods are used to selegisgmups. The

first is called aandom sampled sometimes referred to as a convenience sample. With this
sampling method participants are selected at random from the population without a pattern or
system. The second sampling method is calledyegematc random sample With this sample
method, participants are selected using a system or gafierexamplé selecting every 50
person from a directory. The third sampling methagually the most effective but most

costlyd is thestratified random sample

With this method, the key characteristics of the study are identified; and they are matched in the
sample group in the same proportions as they appear in the overall population. For example, if
gender were a key factor in the study and the overall populatid 48 percent men, you would

want to have 48 percent of your sample group be men. In essence you are creating a sample that
is identical to the overall population as far as the key characteristics of the study are concerned.
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Then when you survey themsple group, the results are almost identical to having surveyed the
complete population.

Sample groups require more than just having a large enough sample; they must also be
representative of the overall population. You must have a good cross sec¢herpopulation.

For example, if you were getting a sample of students at your university regarding their feelings
about a new policy or procedure on campus, you would want to have more than just business
students complete the survey. You would want to Isawveents from all majors represented on
campus to complete the survey.

Survey Question® Many different types of questions can be used when gathering primary data
using a survey instrument. Some of the most commonly used q@esti@ansurvey are the
following: dichotomous, multiple choice, checklist, rank order, Likert scale, and open ended. A
brief description of each of these types of survey questions is given here.

1. The dichotomous gquestigives the respondent only two optg For example,
Male/Female, High/Low, or Yes/No.

2. The multiplechoice questiomsually gives respondent three iteefoptions. For example,
High/Medium/Low, Large/Medium/Small, or Apple/Banana/Orange/Peach/Pear.

3. The checklist questioallows the respondent to check all the options that apply. For
example, which of the following activities have you dénBiking, Camping, Fishing,
Hiking, Hunting, Skiing, Snowshoeing, Swimming, Other. When giving instructions for
this type of questiorhe sure to indicate that the respondent should cllethkat apply.
Al so to make the options exhaustive when usi
respondent to specify what other activity i

4. The rankorder questiomsks the respondent to prioritize responses. For example, on a scale
of 1 to 5, rank the following items in order of importance with 1 being most important and 5
being least important. Then the five items aretst logical order usually in alphabetic or
numeric order, and the respondent ranks them based on his/her preferences. (Be careful not
to ask the respondent to rank the following items on a scale of 1 to 5 and not tell him/her
whether 1 is most important or 5 is most important).

5. The Likertscale gestiontechnically is not a question; it is a statement. It can be a positive
or a negative statement, and the respondent is asked to agree or disagree to varying levels.
For example, respond to the following statement with 1 being strongly agree amdj 7 bei
strongly disagree.

The U. S. economy is very sound.

SA SD
1 2 3 4 5 6 7
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The dichotomous, multiptehoice, checklist, rankrder, and Likerscak questions are called
forcedresponse questionshe respondent is asked to choose from a limitecoeuwf options.
Therefore, his or heesponses are easy to tabulate.

Theopenend guestiomasksthe respondent to respohdweverhe orshe desires. For example,
In your opinion what is the biggest problem facing the United States of America?

Response options for forcedsponse questions should bdaustive (all options provided) and
mutually exclusive (no overlap). The options should also be listed in a logical sedjuesuzaly
alphabetic or numeric order.

Survey Tipsd When asking survey questions, you should keep several thingiad to make
sure you get good results. The following are some guidelines for asking good survey questions:

Askonly one thing at a time.

Askonly questions that relate to the study.

Ask all the questions that relate to the study.

Ask unbiased or nertdl questions.

Ask easier questions first and harder questions later.
Ask clearly worded questions.

Ask alimited number of questions.

NoahswNE

Check with a small group of people to see if the questions make sense before banttiag
surveyto the sample group.

Secondary Data

Secondary data is often referred to as library.da@@eondary data comes in two tgde

published and unpublished. Published secondary sources include the following types: trade
journals, magazines, newspapers oty journals, peereviewed journals, government
records, books, brochures, pamphlets, and technical sepotublished secondary sources
include the following: company records, medical records, and personal records.

Using Database® A generation ago the process of gathering secondary was more difficult and
time consuming. It required searching through printed indexes of journals, books, and other
records. With the databases that are available now with the Internet, you can firetluhdot
thousands of articles from newspapers, magazines, books, andgoAsalmatter of fact, most

of the time you can be overwhelmed by the amount of information available.

Some of the best databases to use for gathering information for Isusitaésd topics include
the following: Academic Search Premier (EBSCO), ABIl/Inform (PROQUEST), Lexis Nexis
Academic, and Factivia (Dow Jones). You can also usekwelvn Internesites such as
Google and Yahoo, although you often need to verify thalihégd more closely with
information found on these sites than that found on database sites.
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1. Doing Word Searche® When doing Internet searches, you can search for a single word or
for phrases. Avoid using the artiofes, an, thd they tend to clutter upearches. If you were
to search for something like bathing suits, the search engine would find every article that
contains the word fAbathingd or fisuits. o This
However, if you set off the words you are searchargvith parenthesis (bathing suits), the
search engine will look for those words only when listed side by side.

2. Using Boolean Operator® Another thing to consider when using databases is to use what
are known aBoolean operators, which help narrow searches. The most common Boolean
operators are AND, OR, NOT, or AND NOT.

ANDO requires both terms to be in each item returned. If one term is contained in the
document and the other is not, the item is not includeda resulting listwhich rarrows the
search.

Example A search orstock market AND trading includes results contains:
stock market trading; trading on the stock market; and trading on the late
afternoon stock market

ORGJ either term (or both) will be ithe returned document. (Broadens the search)

Example A search orecology OR pollutionincludes results contains:

documents containing the word ecology (but not pollution) and other documents
containing the word pollution (but not ecology) as well asudwnts with

ecology and pollution in either order or number of uses.

NOT or AND NOT (dependent upon the coding of the database's search éntiee)
first term is searched, then any records containing the term after the operators are
subtracted from the selts. (Be careful with this option as it may make the search
too exclusive and eliminate good records).

Example A search oiMexico AND NOT city includes results contains: New
Mexico; the nation of Mexico; U#exico tradeput does not return Mexico City
or this city's trade relationships with Mexico.

3. Using Parenthesed Using the () to enclose search strategies will customize your
results to more accurately reflect your topic. Search engines deal with search
statements within the parentheses fitstn apply any statements that are not
enclosed.

Example: A search ofgsmoking or tobacco) and cancereturns articles
containing: smoking and cancer; tobacco and cancer smoking; cancer, and
tobaccoput does not returnsmoking or tobacco when cancer & n
mentioned.
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Validity and Reliability

Whether you are gathering primary or secondary data, you should try to achieve two major
standards with your research. These two standardsbdéy andreliability.

Validity is the extent to which a questionstudy measures what it is supposed to measure.

Valid research provides truth about research problems. Validity is the highest research standard.
Research that is not valid is of little use. You should never camipewhen it comes to doing

valid researo.

Reliability is the extent to which a question or study yields consistent results. Reliability is the
second standard of research. You should be able to repeat a study and get similar results if your
research is reliable. If you were to do a study yaaled then repeat it a few months later,

assuming nothing significant has changed the results/findings should be basically the same.
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Using Measures of Central Tendency
(Mean, Median, and Mode)

Measures of central tendency provide a convenient wedgsafribing a set of data with a single
value. The three most frequently used measures of central tendency are the mean, the median,
and the mode.

Mean

The mean is the arithmetic average of the values (scores, ages, incomes, prikate\a@r is

being evaluated) and is the most frequently used measure of central tendency. It is calculated by
adding up all of the values and dividing by the total number of values. The mean takes every
value into account and is, therefore, affectedxiyeene valued or outliers. The mean is the
preferred measure of central tendency.

Exampl® if nine people took a test and their scoresenas follows: 97, 93, 91, 87, 83, 82, 82,
78, and 72you would first add the nine scores together. The total ofs7éfvided by nine (the
total number of people who took the test). The mean value (average) for the test is 85.

Exampl® if eight people were interviewed and their ages were as follows: 34, 32, 28, 23, 21,
20, 19, and 18, the mean age of those interviemadd be determined by adding up the eight
ages and dividing by eight. Total of the eight ages is 195 divided by 8 = 24.375.

Median

The median is the midoint in a distribution; in other words, the median is the middle value in a
distribution (assuming the values are arranged in order). When an odd number of values occurs,
the median is the middle value. When an even number ofsvatigeirs, the median is the point
halfway between thevo middlevalues. The median is only the midpoint of the values and does
not take into account each value; it ignores, for example, extremelydiiggsand extremely

low values

Examplé® for the tesscores 697, 93, 91, 87, 83, 82, 82, 78, and ##& median is 83 the
middle score (four people scored higher than 83, and four people scored lower than 83).

Examplé® for the ages 34, 32, 28, 23, 21, 20, 19, and 18, the median is 22. The middieswo a
are 23 and A halfway between 23 and 21 is 22. Thus, the median is not necessarily the same as
one of the ages.

Mode

The mode is the value that appears most often in the distribution. It is not established through
calculation; it is deermined by looking at a set of values or at a graph of values and seeing which
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value occurs most frequently. The mode is not the best measure of central tendency because of
several problems with its use. For example, a set of values may have two onadessor no
mode.

Examplé for the test score§@7, 93, 91, 87, 83, 82, 82, 78, and ## mode is 82 because it
appeared twice (2 people got 82), and no other score appeared more than once.

Examplé® for the ages 34, 32, 28, 23, 21, 20, 19, and 18 oae exists because all ages appear
only once.

Practice

91 81 70 ___Mean

90 80 69

89 77 67 ___Median

86 76 34

85 73 ___Mode

85 72

85 71 Total value of scores = 1,534

82 71 Total number of scores = 20
Answers

76.7 Mean

78.5 Median

85 Mode

204



Using Graphic Aids in Business Documents

Graphic aids may be appropriate in both formal and informal reports. Although they aid the
appearance of a report if they are well done, their primary function should be to help
communicate information. The maxim that "a picture is worth a thousand"woagsnot be

entirely true; but a welprepared, informative visual can do much to supplement the information
in narrative copy. Graphic aids should supplement the writing in a report but should not replace
it. The kinds of graphics and principles to Bpp using them in reports and in constructing

them are discussed below.

Kinds of Graphic Aids

Many types of graphic aids can be used effectively in reports; and all of them can be prepared
with appropriate software. You may want to consider thevietig graphics in reports you
prepare:

Tables and related tabulations of informafioshow lists of information

Simple bar charts show quantity changes over time or over geographic distances.
Multiple bar chartd show two or more kinds of quantities on arart.

Bilateral bar charts show plus and minus differences from a zero point.
Subdivided bar chafsshow differences in the division of wholes.

Pied compare a part to the whole

Pictogramé show quantitative differences in picture form.

Statistical map® showquantitative differences according to geographic areas.
Simple line char& show changes over time for one variable.

Multiple line chart® show changes over time for two or more variables.
Others, including cartoons, maps, pictures, etc.

= =2 =0 _-0_49_9_95_°2_2°_-2°._--2-

Use of Graphic Ads in Business Documents

Perhaps your first consideration in using a graphic is deciding where to platgéneral, a
graphicshould immediately follovthe paragraph in which the grapisdirst mentioned.If

space for the graphic is not availablethe page after the graphic is introduced, then the text of

the report should continue on to fill the page, even if the content is not related to the graphic, and
the graphic should be placed at the top of the following page.

Clearly, a graphic shouldéblarge enough to be read; but it also should not be so large that it
distracts the reader from the content of the document the graphic is included in. Perhaps an
entire page or an oversized, folded page might be necessary for some graphics. However, mos
graphics can be reduced in size and placed within the text, unless reducing the size of the graphic
results in the font of the title or labels being too small to read easily. Oversized graphics in

reports are typically included in an appendix.
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After the graphic is introduced, determining where to place it is much like choosing between
footnotes or endnotes for a report. That is, footnotes are reader oriented but are not as easy to
format as the writer prepares the document, whereas endnotes di@ dasyvriter to format

but require special effort by the reader who has to find them at the end of the report. If you place
a graphic in the body of a report immediately following the paragraph in which the graphic is

first mentioned, you are using aderoriented technique similar to the use of footnotes. If you
place a graphic at the end of a report, you are using a readeted techniqusimilar to the use

of endnotesYour reader will much prefer to have the visual as close to the narratigesssble.

Good writers understand that graphics communicate best when readers see them at the right
place. Along with the right placement of a graphic is the language used to refer the reader to it.

9 If only one graphic aid is used in a documehéewriter should not number it but should
merely refer the readertéftor exampl e, fAas shown in the ta
fas shown in Table 1 bel ow. ) ) . 0

1 If several graphic aids are used in a docurrdetwriter should number them and reter
them by number. The writer should tell the reader where to find the graphic if it does not
immediately follow the paragraph in which it is introduced. And the writer should also tell
the reader what to look for in the graphic and should interprgfthe p hi c6s i nf or ma
the reader.

1 If severaltypesof graphics are used in a documehe writer should refer to them as Figure
1, Figure 2, etc. rather than Table 1, Table 2, etc.; Chart 1, Chart 2, etc.; and Map 1, Map 2,
etc. The reader may beceraasily confused with the different terms.

Construction of Graphic Aids

A graphic aid should "stand on its own two feet." That is, the writer should prepare and label a
graphic in such a way that a reader could understand the information in the grépdhgraphic

were separated from the report. This directive requires the writer to give a graphic a descriptive
title. To construct the title for a graphic, the writer should consider the fiv@ Whe, what,

where, whenandwhyd and use all that a@gpropriate in the title.

Conventionally, titles of tables appear above the tables. Titles of allgyag@ticsusually
appear below the graphics. However, if you label all gwaphicswith a generic name such as
Exhibitor Figure, you should be comgert in placing the titles for all the graphics in the same
placeéd either all above or abbelow thegraphics

Below are two ways to correctly format titles of graphics.
Exhibit 3

A Comparison of the Performance of Susa
with the Performance of the Dow Jones Industrial Average
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Exhibit 3: A Comparison of the Performanc

Performance of the Dow Jones Industrial Average

The first example is the format commonly used when the number and title are placed above the
graphic; the second example is the format commonly used when the number and title are placed
below the graphic. Typically, the number and title are bolded fadl gooess. A double space

is used between the title and the graphic, and a triple space is used both before the number of the
graphic and after the graphic.

Footnotes for tables are usually placed immediately below the tables. Footnotes for other
graphcs are usually placed immediately below the illustration and in a much smaller font than
the one used to title the graphics.

Appropriate color, crosshatching, or line variation is used to show contrast when multiple kinds
of information are combined intane graphic aid. Aegendis used to tell the reader what the
different colors, crosshatchings, or line variations represent. Tradition dictates that the
horizontal axis is known as thxeaxisand that the vertical axis is known as ¥hexis

General Guideline for Constructing Graphicsd Keep the following additional general
principles in mind when constructing graphs:

1 Keep graphs simple and easy to understand; avoid trying to communicate too much.

91 Develop a clearly worded, informative title for eachmgh. Strong titles give the reader a
good introduction to the overall content of the graphic.

1 Use color, crosshatching, or line variation to show contrast when multiple information

elements are being combined in one graph.

Make graphs large enough soytlean be read easily but not larger than necessary.

Give graphs a professional look to enhance credibility.

Typically, balance the graph on the page; center it horizontally and triple space before and

after it.

Always be sure the graphics stay within thp,tbottom, and side margins of the document.

Use color sparingly in graphics to avoid distracting the reader from the content of the

graphic.

1 Use 3D graphics to add interest but not if communicating specific, accurate values is
important.

1 Souce information is included a double space belog/bottom of the graphic, unless the
graphic was created by the writer of the document in which the graphic iBeggal the
source note wi tfdlomehby aoslonradd the Bimationthewditer will
need to access the graphic in the original source.

E

= =

Tablesd Specific directives for constructing a table are as follows:
1 Center the headings in each column, and center the listed items under e@e. hea

1 Use the dollar sign on only the first value and the total value in a column.
1 Line up the decimals in a column of dollar amounts.
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Consider the principles for constructing effective tables as you reviewetheonstructedable
below. Note that the table has a complete, specific title and that the title and the headings are
bolded to set them off.

Also, each column of numbers runs down the center of the column under a centered heading to
give a balanced, pleasing loakthe table. Lining the column of numbers up along the right side
of the column is also acceptable, though not preferred unless the document in which the table
appears has multiple graphics with columns of numbers, as in a financial report. Be sire to li
up the numbers in the column so the ones, tens, hundreds, etc. places are lined up to make the
number values easier to read.

Exhi bit 1: Purchase and Selling Values and
Company Purchase Value | Selling Value | Profit or Loss
BoiseCasc $2,681 $3,694 $1,013

CampblSoup 2,563 4,300 1,737
Disney 3,931 4,388 457
Hilton 1,106 938 (168)

PaylessShoe 3,875 6,038 2,163

Safeway 5,444 2,931 (2,513)
TootsieRoll 4,006 4,244 238
WalMart 7,025 6,904 (121)
Totals $30,631 $33,437 $2,806

Bar graphsd Specific directives for a bar graph are as follows:

Keep the width of all bars equal. If the bars are long, ntadm horizontal.

Keep the same amount of space between all bars or between groups of multiple bars.

Label the bars and values of the bars clearly.

Provide background horizontal guidelines to aid the reader in determining the approximate

value representedyteach bar.

1 Use color, shading, or crosshatching to show contrast among several bars on a multiple bar
chart.

1 Do not use background shading that is too dark or that draws attention from the focus of the

content of the graphic.

Begin the Y axis at zero.

Label the X axis and the Y axis clearly, and use tick marks to show divisions of the

appropriate axis.

1 If necessary, use an appropriate legend to distinguish between or among the bars in a
multiple-bar chart.

9 Order the bars in a logical or chronological order

= =4 -8 -9

Be aware that the information in a pie chart can also be shown in a bar chart.
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Consider the above principles and directives in evalu#itegtrengths and weaknesséthe

bar graph belowyhich has formatting errors included for discussion purposedNote that the

wordingh Sal es Valueso in the title of the bar greé
the words nASell Price; 0 and fiPurchase Pricebo

Figure 2 - Comparison Of the Purchase and Sales Values of
Spencer Buchanan's Stock
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Company Names
consistently and the readerisnotconfus®@d. cour se, the word Aof o in

capitalized either time it is used, as it is a short preposition.

Also note that the background shading is too dark, so the bars are not as easily seen as if the
background were lighter or white. &around shading that may appear pleasant and appropriate
in a color graphic may not be appropriate when the graphic is printed in black and white

Line graphsd Specific directives for &ne graph are & follows:

Begin the Y axis at zero. Use a break point above that point if necessary.

Make all values on both axes an equal distance apart both arithmetically andajhaphi

Use appropriate keys or legends for proper identifications of lines.

If both positive and negative values must be shown, position the zero point at the midpoint of

the Y axis.

1 Clearly label each line if the visual consists of more than one line, and provide a legend to
tell the reader what each line refers to.

1 Provide background hmizontal guidelines to aid the reader in determining the approximate

value represented by each line and plot point.

= =4 -8 -9
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1 Do not use background shading that is too dark or that draws attention from the focus of the
content of the graphic.

1 Include no more than tie lines in the line graph to avoid a cluttered look and confusion.

1 Label the X and Y axes.

Consider the above principles and directives in evaluatingttbegths and weaknessd#gshe
multiple-line graph belowwhich has formatting errors included for discussion purposes.
Note that the graphic compares changes over time for two variables.

Figure 3 - Percent Change Comparison for Spencer
Buchanan's Stocks Compared to the Dow Jones Industrial
Average

b
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Weekly Average of Stocks

As you review the strengths and weaknesses of the line graph above, you should note that the
title of the graphic needs to be formatted as an inverted pysaithidhe top line being the
longest and each line under the top being shorter than the one above it to draw the eye down

toward the content of the graphic. The title
not need to be useddri ahdAvVidonagdonean | I beusi mpl
explained in the text of the accompadhying rep

Percent Change Comparison of Spencer Buchanan

Another weakness is that theayislabel iswordy and uses an uncommon word whenae

common word will work justaswélli Per cent Changeanislabalisalsvpough. TF
wordy; using jJjust the numbers i s adequate, Wi
|l egend shoul dudblacdamdhgedt dokdi® for cl ear commt
stocks the line represents. Also, although the graphic is printed in color, the background shading

is too dark, which keeps the lines from standing out as well as they should.

Pie chart®d Specific directives for pie chart are as follows:
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1 Begin the first line in the circle at the twelve o'clock position, and cut the pie clockwise; have
apurpose or reasdor the order of the pie piec@dargest to smallest; most education to

least education; chronological order; etc.

Label each segment of the pie, and identify the percentage of each segment of the pie.

Be sure the size of each section reflects the data it represents.

Group small percentage e under a heading such as "Other."

Avoid exploding all pieces of the pie since that loses the emphasis you are trying to create.

)l
)l
)l
T

Consider the above principles in evaluatingdtrengths and weaknessd#ghe pie below
which has formatting errors included for discussion purposes.

Figure4dd Tudorr Corporationos

65

@ High school only
m High school plus some
college

O College graduate

O Advanced Degree

240

Some of the weaknesses of the pie chart above are that the pie needs tcoeimaec rather

than flattened, which gives it an eghgaped appearance and distorts the proportions of the pie. In
addition, the font in the title of the graphic is too smalising the font size a step or two will

help the title to stand out and be easy to read.

In addition, percentage values should be included in the pie with the-minwleer values to

indicate how much of the whole each part is; for example, in the gdi®vihe section with the
number 25 outside it should be labeled 25/6.1%. Also, the title of the graphic should include the
total number of employedseither centered on the line under the title or within the main title, as
shown below.

ATudor Co Empoyee tBduoation Leveld
N=410

fEducation Levels of Tudorr Corporation
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Note also that the wording of the title should be changed to clarify what the content of the
graphic is.

Finally, constructed and printed in color, the pievabavould show very good contrast among

the segments; the color of each segment would be clearly different, which would easily visually
differentiate the size of the segments. However, when the same pie is created in color but then
printed in black and wtet, as the pie was, differentiating among segments is difficult to

impossible; and the legend will not be very helpful because the shades will be too much alike.

An important guideline in constructing graphics is to create them in black and white if they wi

be printed in black and white so the person creating the graphic can choose black and contrasting
shades of gray that will be clearly different when the graphic is printed.

Well-constructed graphics placed appropriately in a document add clarityesioilty to the

document. They help make information writiarthe document easier to accesmsg they add
variety to the visual | ook of the document, w
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Selecting andCiting Information in Business Documents

In writing a business report, you often want to use words or ideas from another author. When
another person's idea is used, you must give credit to him or her. In general, you have two
options: paraphrase the infornmatior quote it directly. You want to avoid using frequent or
long quotations, but some quoted material adds variety and credibility to your document.

Avoiding Plagiarism

Even though you may not quote the author's words directlyay® guilty of plagiarism unless

you document your source. However, sometimes you will find separating another's idea from
your own difficult. If you have become well informed on the subject and can write the
information in your own words without having refer to source material, no documentation is
essential. However, if you use statistics, specific information from an author, or quote the
material directly, you must use a citation. Remember, citing sources adds credibility; finding
sources to suppbinformation you present that you feel is probably common knowledge will
result in a stronger, more credible report.

Handling Quotations in Business Reports

During the process of collecting material for a report, you will undoubtadlgct many more
guotations than you will use the final draft of your reporAt any given point in the writing

process, you need to make a decision about whether to quote material direttgtheer to
paraphrase materidh general, you should awbquoting material that is well known by your
readerYou should consider quoting something if
you would lose if you paraphrased it; (2) the quoted material summarizes key points that you
wish to highlight;or (3) the quoted material represents an opinion or an evaluation of a point that
is in dispute.

You generally should avoid using frequent or long quotations in reportsSome quoted

material adds needed variety to your writing; however, you may distactrgader by using too
many quotations. In addition, your reader may be tempted to avoid reading all the quotations if
you have too many of them. Therefoyeu should attempt to paraphrase most of the

material in any typical business report Be sure, howver, that you give due credit to someone
whenever you paraphrase his or her words. That is, you must give credit to sources you consult
whether they are quoted directly or paraphrased; otherwise, you will be guilty of plagiarizing
another person's ideas.

As you write your reportemember thagou may become so well informed on its topic through
wide reading and observation tltlaé material becomes your own, so thatifi can express
things in your own words without reference to the source matgoiaheed not gie credit to
sources consulted.our own thinking, of course, will oftentimes be strengthened by citing the
thinking of others who support the points you are attempting to convey to your reader.
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The following guidelines will help you in citingour sources correctly.

1.

Incorporateguotations of three or fewer linego your text through the use of quotation
marks at the beginning and end of the quote.

Set offquotations of four or more lindsy indenting onéhalf inch from the left margi, long
guotations can also be indented -bradf inch from the right margin as well. When quotations
are set off from the margins, no quotation marks are used.

Check your source to be sure your quote is exactly as it is in the original in spelfintygpu
tion, and wordinglf you make changes in the original, use ellipses, bracketsiatal
signal the changess discussed below.

If the quoted material is considered a separate paragraph, the first line of the quotation is
indented an extran@half inch. Single spacing long quotes results in better access to the
guotes; thereforéong quotes should be single spaced unlesswvriter is required to double
space by official format requirements or by directive from the person or organization
requiring the report. Quotations that are single spaced and indented should be preceded and
followed bydouble spacing.

Achieving Accuracy of Quotations

Your guotations should coincide exactly with the original source in spelling, punctuation,
wording, and capitalization.Keep in mind the following exceptions to this general statement:

1.

2.

When the first word of a quotation is the first word in a sentence in the original source but as
a quotation is part of the text that precedes it, this first wordtisapitalized. For example:

Tom Means states thdtvriting is like any other skill; the way to do it better is by doing it."
When the quotation is used as a complete sentence, however, the first word of the quotation
is capitalized: "Writing is like angther skill; the way to do it better is by doing it."

When you face the decision about placing punctuation marks at the end of a quotation that is
enclosed within quotation marks, you should follow definitely prescribed rules, even though
the punctuatin marks may not be a part of the quotation in its primary source. The rules to
follow are as follows:

a. Always place commas and periods inside guotation marks

b. Place semicolons and colons outside quotation marks

c. Place exclamation points and question marks inside the guotation marks only if the
exclamation marks and question marks are part of the material qOoeawise,
place the exclamation marks and question marks outside the quotation marks
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Using Ellipses, Brackets, andic

In quoted material, good writers handle deletions, insertions, and errors according to prescribed
guidelines. To do so, such writers know how and when to use ellipses, bracksts, and

Ellipsesd Any omissions of a word, phrase, line, or paragraph fratimnva quoted passage is
indicated by an ellipsis (consecutive periods). Three periods indicate an omission in the middle
of a sentence. A fourth period is added to an ellipsis between sentences, indicating the terminal
punctuation for the end of a semte. For example:

Because of an increase in the hiring of women accountants, gender issues have
become important issues for many firms . . .. The demanding requirements of an
accounting career . . . have forced companies to be more sensitive to empléye
needs. Some of the issues . . . include allowingtpaé schedules, beginning day
care centers, and stressing employee reteption.

Other punctuation on each side of the ellipsis may be retained or may be émitimthever
helps the reader undeaisd the content better.

If the ellipsis is used in the middle of a sentence, the sentence should read smoothly as if the
ellipsis were not there. If the ellipsis is used between sentences, the result should clearly read as
two sentences; and the first tdoof the second sentence should be capitalized.

In general, an ellipsis 3ot used in the following situations:

1 Before or after aincomplete sentence.

1 Before a blocked quotation beginning with a complete sentence.

1 Before an incomplete sentence that ptetes a sentence in the text.

1 After a blocked quotation ending with a complete sentence.

Ellipses need not be used at the beginning or end of a quoted sentence. That is, unless the
sentence is the opening or closing sentence in a work that isdueitey, something precedes
and follows the sentence; and the writer is not obligated to emphasize that fact.

Bracketsd In general, brackets [not parentheses] are used to show any changes being made from
the original. If the witer desires to capitalize the first letter in the first word of a sentence
following an ellipsis when that letter is not capitalized in the original, brackets should be used

around the | etter to show it is countantdcapi t al i z
regardless of gend&rhave many demands placed upon them . . . . [A]Jccounting is a high
pressure | ife, according to many female accou

Or bracketed insertions may be used in quoted material to clarify an ambiguity or to provide a
missing vord or letters.

Sicd Sicmay be inserted in brackets following a misspelled word,ceagly used word, or some

otherincorrect expression or punctuation in the origifeicme ans fiso, 0 At hus, 0
ma n n &ig a @ompletevord by itself, is not followed by a period and signals to the reader
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that the current writer recognizes an error has been made in the original but does not want the
reader to think the error is the dini@icmt wri't

For exampl e, i n tIsig sweanntteendc et ofi Heo nsei, noc efirsliyn c[er e
spelled, and this is signaled by inserting the wsxedn brackets immediately after the
misspelled word.

Documentinga Source Intext Without Using a Bibliography

Sometimes in correspondence or in other documents, you may want to cite a source but not use a
bibliography. In these instances, include in the paragraph in which you c#teutte all of the
bibliographic data (as much as is available), either in the main text of the paragraph or in
parentheses. Complete bibliographic data includes the following:

Author

Article title
Publication title
Date of publication
Page number

See thdollowing examples:
T I'n an article written by Simon Petravick

a
Ri sks Associated wi t hThédPAdaurnalOgtobéri2@%pagesd pub
66-68), the authors suggest that. . . .

nd
I i

T Si mon Petravick and Gail Johnson say that.
wi t h | de nThe GPA Jolrma©dtaber 2015p. 68).

1T AUnderstanding Litigation Risks TheCPAcCci ated w
Journal (Simon Petavick and Gail Johnson, October B0pages 6®8) indicates that. . . .

1 Only 11 percentofallidentity hef t si tuati ons ar e. . . (AUNnd
Associ at ed wi f{The CPAdJeumntlOctolyer 2015e 67). , O

If the article isfrom an online source, give the URL in addition to the other available
bibliographic data. If the complete URL is long, give inly the homepage URL.

T I'n an article written by Simon Petravick and
Risks Associatd wi t h | dent ity hith/énarce.yahod.core/mewsfarchy e d f r
2, 2015, the authors state that. . . .
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APA Documentation Guidelines

APA is acommon documentation style in business journals and business graduate programs.
Use the sample reference entries below to determine citation information for any business
document.

Answers to any documentatidormat questionsthar en 6t addr essed here ca
reputable style manual suchAa®ocket Style Manualy Diana Hacker, seventh edition

(Boston: Bedford/St. Martins, 2015. Other documentation help can be found online at
http://owl.english.purdue.edu or at otherinalreference sourcealso, the Utah Valley

University Writing Center has useful handouts on APA style and offersenee help with in

text and enébf-text documentation formatting (UVU Writing Center, LI 208he official APA

style manualPublication Manual of the American Psychological Associat&hedition,

contains complete guidelines for APA style, a
condensed versions can answer the mostmon questions about APA style.

Note that style guides arhiting away from underlining publication titles to italicizing them

and from double spacing entries to single spacing them while still double spacing between

entries. These changes improve reader access to the information as well as the appearance of the
document. Your researgieport references page must italicized publication titles rather than
underline them; howevethe latest edition of the APA style guide still double spaces eaiies

in the sample entries below.

Below are samples diie content and format for APA references antéxt documentation.

SampleReferenceEntries in APA

1. Books

One author:
Liebers, A. (2013 The key to a successful businebew York: Key Publishing Company.

Two authors
Carr, S. J., and Tosi, H. (2015). Organizational behaviorChicago: SClair Press.

No author given:
Business ethicg013. London:Watts Press.

Editor as "author":
Roberts, E. B. (20)2(Ed.).Managerial applications Cambridge:MIT Press.

Multi-volume Work:

Durant, W.(2015. Managerial and economic accountinl.ol.1), Debits, credits, and the entity
concept New York: Doubleday.
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2. Articles in Journals, Magazines, and Newspapers

Magazine:
Ralogg J. (2014 May 12) . Lead t heS®cemrgNew0R. 6t hel p most ki
Journal:
Morawski, J. (201p Social psychology a century agamerican Psychologisb5, 427431.
Newspaper:
Lohr, S. & Meekin, B. (201,2December 3). Health care technology is a promise unfinambedNew
YorkTimes p. C5.
No authorgiven: Begin with the article title, followed by the date of publication.

After the war. (2015February 11}-orbes 31-32.

Basic APAReferenceentry Formatting Guidelines

1. Put aut hor 0 Jolloweddy onlyasmreher initials $ot the first and middle
names.

2. If the source has no named author, begin the entry with the title of the article.

3. Include the date in parenthesesdoWi ng t he aut hor6és name, putt.
include only the year).

4. Write thetitle of the article in all lowerase lettersexcept for an initial capital letter on the
first word in the title, the first word following a colon, and propeunms

5. Standardize the capitalization of titles to give the list of entries in the bibliography a
professional look; that is, follow the above capitalization guideline even if the original source
uses solid caps or some other type of capitalization.

6. Follow the article title with thg@ublication title printed in italicand capitalized according to
standard CAP+to guidelingas outlined in the capitalization section of this.text

7. Include the volumeand issuenumbers after the publication title for journasd end all
periodical entries with the page number(s) the article is found on.

8. Alphabetize the list of entriga the bibliography.

9. Double spaceachline of an APA bibliography, not just between entries.

10.Use a hanging indent for each eitrihe first line starts at the left margin, and each
succeeding line is indented.

Additional APA Formatting Guidelines for Sources Found Online

According to the seventh edition AfPocket Styldanualby Hacker and Sommers (201B)c i t e
sources from the Web as youwlo cite any other source, giving the author and the year when
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theyareavailablée p. 189) . 0 Often, page numbers are not
if the source has numbered paragraphs,

use the paragraph number preceded by the abbrevisjoa r a0: ( Hal | , 2012,
in-text citation. If the source has no numbered paragraphs but contains headings, cite the
appropriate heading in parentheses; you may also indicate which paragraph under the
heading you are referring to, even if fheragraphs are not numbered.

Hoppin and Taveras (2004) pointed out that several other medications were classified
by the Drug Enforcement Administration as
Loss Drugs section, para.6). (Hacker & Sommers, 201189).

Refer to the guidelines below fadditional general guidelines twbliographic elements for
entries found online.

1. Include the DOI (digital object identifier number) at the end of the entry.

2. For articles printed in hardopy form but found thnagh research on a database, if the entry
has no DOI listed, give the database name at the end of the entry and the document number
assigned by the database, if any.

Flint, J. (2015 Februaryll) After the warForbes 31-32. Retrieved from ProQuedatabase
(920557951).

3. In general, for a document found only online, if the entry has no DOI, give the URL of the
document, or if the document URL is very long, give the hpage URL

Sample of onlineonly entry with a doi number:

Whitaker, L. M. (2013 Workplace relationship$ocial Science Resear@3i(4), 465481
doi:10.1006/ssre.2000.0680

Sample of onlineonly entry without a doi number:

Bonn C. D., & McCleve, N. J. (200)3Impact of club memberships on selteem.Current
Research in Social Psycholo@{9), 114123 Retrieved from

http://www.uiowa.edu/~grpproc/crisp/crisp.6.9.htm
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Sample Intext Documentation in APA

The following examples show how to document direct quotes and paraphrdsegeixt in APA
style. Note that the period ending the sentence goes outside the parentheses when the
documentatio is at the end of the sentence #&mat only the year, not the month or day, of
publication is included in Htext citations.

1 Adirectquote using authords: name within the text
Vargas (2015 wr i t es, 0 rtat86Gparcentlof all LhSd coroparties spend too
much for air travelo (p. 12) .

T A direct quote not wusing authordéds name withi

A Res ear c hhatB6rpercert ahtl &.S. companies spendtooenh f or ai r trav
(Vargas, 2015p. 12).

T A paraphrased item using: authordéds name withi

Vargas (201pbclaims that over onthird of all U.S. compangspend too much for air travel
(p. 12).

1 Aparaphraseditemn ot using authordéds name within the
Over onethird of all U.S. companies spend toaich for air travel (Vargas, 201p. 13.

No authord Articles without a named author use a piece of the articlariipace of the

aut hor 6 s | a4ektdatwanerdation.tJsetomyeenough of the title to distinguish the
article from other articlebsted in the bibliographyyse standard capitalization for the words in
the piece of the title used in the citati andput quotation marks around the piece of the title.

Nodated | f t he date of publication is not Kknown,
(Williams, n.d.).

Paraphrased materiab Include a page number with paraphrased material if a nuisiber

available. If the source has no numbered pages but has numbered paragraphs, use the paragraph
number preceded by the abbreviation fApara. o F
has headings but no numbered pages or parag@fgh)e headig in which the paraphrased

material is found; you can also cite the paragraph number that includes the paraphrased material
under the heading, even if the paragraphs are not numbered. For example, (Jackson, 2015, Data
Security section, para. 3).

Assumingthe article from which the following quote is taken has no known author and is titled
AHow Much Life | nsu-retritt®onslasfollewnsd hglc@y di nigetion a
recent study, nearly half of all employees purchase supplemiéniasurane 6 ( iHow Muc h,
2014 p. 14. Note that only thegearof publication is included in Hext citations.
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Components ofFormal Business Reports

In general, memorandum reports and letter reportslassified as informal reports. A formal

report, on the other hand, does not look like a memorandum or a letter or have a simple report
format but has the appearance of a more complicated, sophisticated written presentation because
of its compments.

The degree of formality of a formal report typically dictates the preliminary components
included in the report and the length of the report. Preliminary components may include all or
some of the following: a title page, a letter or memorandum of trangnait&ble of contents,

and an executive summary. Supplementary sections of a formal report typically include a list of
sources used or referred to and an appendix. Informal reports do not include all of these
components but often include a title pagastdf sources, and an appendix.

The following are typical characteristics of formal reports:

1 They generally travel upward in an organization or outward to other organizations because
writers usually do not prepare them unless requested to do so.

1 They eflect a logical organization through appropriate parallel headings.

1 They stress objectivity and, therefore, leave little room for personal biases or tatevpse
1 They are prepared for a limited audience and can, therefore, target the readprecisely.
1 They use impersonal, formal languagdich includes using only thirgerson personal

pronouns, no contractions, and no slang or
in direct quotes.

Of course, informal report&khibit 6.2) might also reflect the above characteristics. However,
when the characteristics are applied to formal reports, the result is usually a report that stresses
objectivity and organization, contains considerable detail, and is written in a style that eliminates
first- and secongberson personal pronouns and personal bias.

The basis for any formal report is a problem. As a result, formal reports are usually written to
help managers make decisions to solve problems. In solving problems, managers usually follow
amodified scientific approach to problem solving. That is, managers do the following:

1. Recognize and define the problem

2. Determine the procedures to follow in solving the problem
3. Collect, organize, and analyze data related to the problem
4. Arrive at a solution or decision

Formal reports about problesolving activities, therefore, are often analytical reports because

they give suggested solutions to problems. Frequently, the suggested solutions come from
conclusions and recommendations that tefsoin analysis. Remember, of course, that
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recommendations are based on conclusions and that conclusions are derived from analyses of the
findings

Formal reports are usually written in response to a need or requestiEptinresearch on a
particulartopic to provide information to solve a problem or take advantage of an opportunity.

Preliminary Sections of a Formal Report

The format of a formal report differs from the formats of informal reports in that the formal
report can have preliminary sections, a body, and supplementary sesgeBghibit 6.3 for an
example of a formal report with these sectidthswever,formal reports can vary in the specific
format useddepending on the type of formal report and dpeequirements of the
organization producing or requiring the report. The basic format and canéeligcussed
below.

The introductory components of a formal report are callegrdleninaries Those items
included in the preliminaries vary according to the formality of a particular repograngually
written after the report itself is writteriThe preliminary sections of a research report typically
include the following and are numbenasing lowercase roman numerals:

A title page

A transmittal document

A table of contents

An executive summary (this is an informative abstract or summary of the report)

Title Paged Themost commonly used format for a title page is a tHpae format that includes

(1) the title of the report, created from the root sentence in the purpose statesmalar

wording, same focus, (2) information about why the report was prepared, ani@gitnon

about who prepared the report. Directives for the typical format and content of the title page are
as follows:

1 Use al?¥ inch top margin and a 1 inch bottom margin. Use the same depth for the top
margin on thdirst page of each main sectigcomponent) of the repdrtthe title page, the
table of contents, the executive summary, the body of the report, the bibliography, and the
appendix.

1 Center each line of the title horizontally. A toe title should have an invertgryramid
formad the ®cond line should be shorter than the first line.

1 Type the title in solid caps and in inveripgramid style. (Type the longest line first
followed by the next longest line, etc. The first line should be no longer than 6 inches. The
title should not beinderscored but can be bolded.)

1 Type the "preparetbr" material in the vertical middle section of the title page, and use
upper and lowercase letters. (In this section, tell your reader what the report is, why it is
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written, and for whom it is writte  The name of the organization ass@dawith the "for
whom" is also typically included.)

1 Type the "preparefly” material at the bottom of the page, and use u@ret lowercase
letters. (In this section, tell your reader who wrote the paper amthtbet was prepared.
The name of the organization associated with the writer is also typically included if it is
different from the "forwhom" organization in the "preparéor” section.)

1 Use similar spacing between the title and "prepéo€tsectiors and between the "prepared
for" and "preparedby” sections.

1 Do not type a number on the title page; however, assign the title page acasgeoman
numeral number for tablef-contents purposes.

The title page answers the following questions: Whttissreport? Why and for whom was it
prepared? Who prepared it?

Memo or Letter of Transmittal @ Formal reports typically contain a transmittal document
through which the report tsansmited from the writer to the reader. For intracompany (within
the company) reports, the transmittal document is usuatigraoof transmittal. For
intercompany (between companies) reportsttarof transmittal is usually prepared.

The memo ofetter of transmittal is not formatted according to the conventions of the formal
report but is formatted as a true memo or letter and looks like a real memo or letter in every
respect. Block, modifiethlock, or simplified style is appropriate for thétés

The sequence for both memos and letters of transmittal is as follows:

1. The opening paragraph: "Here is the report you asked me to prepare . ..."

2. Details (may be several paragraphs).

3. The closing paragraph: Some type of goodwill;deample, "I appreciate the opportunity to
prepare this report for you. Please check with me if you have any questions.”

The middle paragraphs contain any information the writer deems appropriate to help the reader
understand the report or what the writemt through to complete the report. Each paragraph
should reflect paragraph unity. Whether a memorandum or a letter, the document is written in
the personal style. If a letter of transmittal is prepared, it should be signed by the writer.

A small roma&-numeralii is typed at the bottom of the page if the transmittal memo or letter
follows the title page. Sometimes, the transmittal document is attached to the front of the report
and is not part of the report itself; in this case, the transmittal mefatierdoes not carry a

page number.

Table of Content®y Multiple-page formal reports usually contain a table of contents. Indexed
in the table of contents are the various componeritseafeport (except the title page and table

of contents itself) together with all firsind secondlegree headings in the report. Thilkelgree
headings need not be included in the table of contents. Note that a table of contents is optional
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for a shorformal report. The following access techniques are typically used to help the reader
"get at" the information in the table of contents:

1 The top margin is 132 inches deep.
1 The various components of the report are typed on the left of the page.
1 The pagenumbers where the components are located are typed at the right of the page.

1 Between the items on the left and the page numbers on the right, a line of leaders is used to
help guide the reader's eyes from the left to the right. These leaders musiviangoay.
One space is left before each line of leaders begins, and one space is left between the last
leader in the line and the longest item at the right. All leaders at the right end at this same
horizontal position.

1 The headings and other compoits of the paper must be parallel in structure and
appearance.

1 A lower-case romamumeral page number is typed at the bottom of the page.

The first and secondlegree headings in the table of contents are worded exactly like the first
and secondlegreeheadings in the report itself. These headings represent the outline of the
report. Typically, roman numerals and alphabetic letters are not physically included with the
headings in either the table of contents or the report; but these "invisible" isianetdetters

are present to reflect the outline of the report.

Executive Summand Formal reports usually contain an executive summary, which is an
informative abstract of the report.hi§ abstract is called axecutive summaiy honor of the

busy business executive who may not have time to read the entire report. Therefore, the
executive summary contains the essential information about the report so the executive can read
the summanand understand the essence of the report.

The executive summary gives the essential elements of the entire report and, as such, is a
miniature report. The executive summary of a formal report usually will contain at least an
introduction to the topic of the reportthe situation that required the report, a statement that
gives thepurpose of the report a statement that explains ghi@ceduresfollowed by the writer

in completing the report, a listing of the maganclusionsbased on the findings, and a listing of
therecommendations or at least the major recommendations. Theoretically, the reason a
research report is prepared is to make recommendations to solve the problem reflected in the
purpose statement, so the exeeisummary must contain the recommendations in such a way
that they are easy to read; for example, in a numbered list.

As an abstract of the report, the executive summary must be brief to meet its purpose of

presenting the mosmportant information consely to save the reader time; for a report of ten
pages or fewer in the body, the executive summary should not exceed a page -spsiogte
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text. The reportds conclusions can be | eft
summary to spill onto second page.

Body of a Formal Report

After the preliminary sections of a formal report comes the body of the report. It consists of the
introduction, a section on each of the main supporting ideas of the report, asiorschection,
and a recommendations section.

Pages in the body and in the supplementary sections of the report are numbered using arabic
numbers, starting with page 1. On page 1 alitiches from the top, the title of the report

should be typed exagths it appears on the title page. Then the bolded imtnatiuctionshould

be centered a triple space below the title with only the first letter capitalized, and the text of the
report should begin at the left margin a double space after that. Eachmwdithbeading in a

formal report should be bolded, centered, and capitalized according to the CAP+to guidelines
discussed in this textbodkmain headings are those that correspond to the factors in the purpose
statement (subtopics) and the introductionctusions, and recommendations headings.

Introduction of a Formal Reportd Clearly, the purpose of the introduction is to give the reader
background information about the report to follow. The ipidécomponents of a formal

report's introduction and a discussion of each of those components and their roles in the formal
report follows.

Purpose or Problem and Procedures
Authorization for the Report
Delimitations

Limitations

Definitions

HistoricalBackground

= =4 =4 -8 -8 -9

1. Purpose or Problem and Procedurés The primary reason for doing any investigation and
preparing a report about the investigation is a problem or need that exists. The purpose of the
reportaddresses the problem or need. The purpose tells the reader why the report is being
prepared. In some circles, this section of a formal report is call¢debis statementThe

reason for a purpose statement is to provide appropriate content setréadé@ to tell the

reader what the report is about. A purpose statement can have two components to reflect the
reportos mai n i deraotanc(d)thdascttrs. dhe root san be statéd)as anh e
infinitive phrase and the factors as poiststements, or quigsns to be answered.

The procedures part of the purpose and procedures section refers to what the writer did to gather
the findings in the repadt used library article databases for secondary information; gathered
information through aexperiment; interviewed professionals in the field; etc.

A sample purposandprocedures statement follows.
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The purpose of this report is to explore the options available for women
accountants who desire to have both a family and a careemquékons that will be
answered are the following:

1. What demands does the accounting profession require that make accounting
difficult for women to balance a career and motherhood?

2. What are companies doing to retain and attract female accountants?
3. What options are available for women accountants to achieve this balance?

The resource material for this report is taken mainly from secondary sources.
Periodicals dealing with accounting issues constitute the main foundation of cited
research. Primarmesearch will include a survey of women who are planning a career
in accounting and an interview with Bob Johnson, partner in an accounting office in
Orem, Utah.

In the above purpose statement, the root of the purpose is given in the infinitivetplergdere
the options available . . . The factors are given in the questions. Most research reports could
conceivably have a dozen or more factors, depending on the number of subtopics.

2. Authorization for the Reportd Sometimes, an authorization memorandum or letter is
included in the preliminaries of a formal report, or the authorization can be included in the
introduction section of the report. An illustration of such an authorizatioroedotlows:

Jack Colman authorized this research report to determine the most effective online
advertising tools for fadbod companies. Included in the appendix of the report is
the original proposal containing this authorization.

In business, authorization generally needs to be received to spend company time researching
information and preparing a report. Research reports are often approved through the process of a
researckreport proposal.

3. Delimitationsd A synonymous term tdelimitatiors is the ternscope If the scope of the

investigation is not covered somewhere else in the introduction, a formal report should have a
separatelelimitationssection so the reader will understand the scope of the investigation.

Del i mitations, or scope, refers to the bounda
around the investigation when he or she states the delimitationsitddtes is similar to a

hunter sitting on a ridge looking across a valley to another ridge. With the naked eye, the hunter
sees the entire ridge on the other side of the valley. However, when the hunter looks through the
scope on the rifle, he or sheeseonly a specific part of the ridge across the valley. Such is the

nature of delimitations of an investigation.

4. Limitationsd Perhaps the best way to understand limitations is to think of tegratantial
weaknesses in the design of an investigation. That is, limitations represent uncontrolled

226



variables that may or may not influence the outcomes of the investigation. Among the possible
limitations are the following:

1 Inadequate time to do amleaustive library search.
1 Inadequate financial resources to cover the costs of the investigation.

1 Unavailability of all the library sources that would have made appropriate contributions to
the investigation.

5. Definitionsd A definitionssections is included in the introduction of a formal report if the

writer determines that the reader or readers of the report may not understand terms used in the
report. The report 0 ssinghistohherrowndaaguage, erfne anshedarhne t e
cite a dictionary or other source to define them.

For good access, if only a few terms need defining, the best place to define each of them is right
after the term is used in the report. However, if theeeadll likely need several or more terms

defined, then using @efinitionssection in the introduction to define all of the terms at once is

best to avoid breaking up the flow of the rep

6. Historical Backgroundd As part of the introduction, the writer may want to give the reader
some historical background. The purpose for this section is to acquaint the reader with those
things that causedh¢ problem and to tell the reader what has been done about the problem.
Such content will catch the reader up to date.

One logical place for historicddlackground information is immediately preceding the purpose
statement. Another logical place is aseparate section in the introduction.

Middle Section of a Formal Report With the model presented above for the purpose
statement, the writer can easily complete the-fleggree headings for the research report and
thereby have guidance as he or she witite middle sections of the report. Look again at the
sample purpose statement given earlier:
The purpose of this report is to explore the options available for women accountants
who desire to have both a family and a career. Specificallyolibgving questions will
be answered:

1. What demands does the accounting profession require that make accounting
difficult for women to balance a career and motherhood?

2. What are companies doing to retain and attract female accountants?

3. What optoins are available for women accountants to achieve this balance?
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To create the firstlegree headings past the introduction, the writer merely converts each of the
factors (or questions in the purpose statement) into edftgatee heading. Therefore, the
potential firstdegree headings for the proposed research report are as follows:

l. Introduction
Il. An Accounting Caree

ros Demands
1. Accounting Firmsdéd Options
IV. Women Accountantsoé Options
V. Conclusions and Recommendations
The content for Sections Il, Ill, and IV comes from both primary and secondary sources. A

critical thing to be aware of is thtte writer is ethically obligated to give credit to the
sources of informationthrough an appropriate documentation system. ife wr i t er doe s |
credit, he or she will be guilty of plagiarisno f st eal i ng someone el seds

Conclusions and Recommendations of a Formal RepdrtAfter presenting the findings from
his or her research, the writer is ready to writedbeclusions and recommendatioie
following points about conclusions and recommendations are important to remember:

1 Conclusionsgpow out of Afindingsod from secondary s
inferences the writer draws from the findings.

1 Recommendations grow out of conclusions. Recommendations represent potential courses
of action the writer thinks might be taken.

M Conclusions are stated in indicative mood.

1 Recommendations abeststated in the subjunctive mood (as suggestions), although they
can be stated in imperative mood (as commands).

1 Inreports that have multiple conclusions and recommendations, both beaulenbered for
good reader access.

T Conclusions and recommendations are the writ
1 No new information should be included in the conclusions and recommendations section.
They should be based solely on information presentgtnthe report findings.
Supplementary Sections of a Formal Report
Most formal reports hava sources pagéhat lists either all sources consulted and used in the
report or only the sources actually cited in the repdirbegins on a new page, following the

recommendations section that is numbered using the arabic number that follows the las
numbered page of the body.
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If the writer uses an endnotes documentation system, an endnotes page precedes the sources
page. If the sources page includes only sources actually cited in the report, then the page is titled
AWorks Citedo iomtMeEA domdumentsatmeon styles and
The wordsWorks CitecandReferenceshould be typed in solid caps and be bolded (but not

italicized) and placed 2 inches from the top of the page of citations. Finally, if the sources page
contans all sources cited and consulted, the page is often $ilactes

Finally, a formal report may have appendix. The writer will include in the appendix items

referred to in the report that are netluded in the body of the report due to size, length, or other
factors. These items can include the proposal document, oversized graphics, pamphlets, etc.
Typically, the appendix items are includeehinda page that has the waagpendixbolded,

printedin solid caps, and placed 2 inches down from the top of the page. Except for the word
appendixand the page number, this page is typically blank. Sometimes, though, writers will list

on this page the titles of the documents in the appendix in the ondardn they are found

there. In addition, sometimes appendix items such as graphics are included on the appendix page
itself rather than behind it, especially in a brief formal report.
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Discussion of Conclusions and Recommendations in Reports
As writing authorities say, AEvery piece of
ending. o Iraportathre eradingaséction oftenacbnsists of conclusions and
recommendations.

When writing informal or formal analytical reports, novice writers often title the ending section

g

AConcl usion. o Such writers thenidemidiiemga par a
section. o Such ending sections, however, don

report and leavthe readeto determine the recommendations or major consequences or
outcomes of the content of the report. Any good analytical repotild reflect enough depth
that the writer can draw conclusgand make recommendat®as part of the ending section of
the report.

Awelllwr i tten report should maintain a Athread
conclusions and recamendations. As discussed in an earlier section of this textbook, as part of
your introductionin thebeginningof your report, you should have a purpose statement to tell the
reader what your report is all about. The purpose statement should inclugkeideaand

specific factors or subtopics to be discussed within the paper, as in the example below, which is
formatted for a report that does not use indented paragraphs.

The purpose of this report is to examine the different sides of the complexfissue
professionalism in public relations. Specifically, the following questions will be
answered:

1. Why is licensing necessary in public relations?
2. What are the possible positive aspects of licensing in public relations?
3. What are the possible negative ragations of licensing in public relations?

You then report to your reader in theddles ect i on what you Afoundo
purpose statement through your research. The findings will constitute the majority of your paper
and should be organized in the order of your factors.

In theendingsection of the report, you concludelpwhat you can support through your
findings. A conclusion isot merely a finding restated, although a finding and a conclusion are
closely related as illustrated in the conclusions below based on the findings of a report on
professionalism in publicetations with the purpose statement presented above.

Based on the findings, the following conclusions are made:
1. Because of public relationsé lurid, col
practitioners of today seek possible measures to increasal etlaicdards,

professionalism, and credibility. Practitioners also want to eliminate imposters from
public relations.
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